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The secret of Jefferson Super-Lag performance lies in 
the lag plate which is a part of the Super-Lag link. This 
plate delays the normal fuse action, provides a time in- 
terval or lag. This time-lag prevents the fuse from blow- 
ing on harmless temporary overloads—saves needless 
shutdowns and link replacements. 


JEFFERSON Super-Lag Fuses 
Eliminate Needless Motor Shutdowns 


Part of every factory is STOPPED every week. Some of the lost time 
is unavoidable but too much of it is needless. Increase your fuse sales 
by pointing out this way of reducing shutdowns. 


Jefferson Super-Lag Renewable Fuses provide reliable accurate 
protection—riding over harmless, momentary surges,—operating posi- 
tively on extended, dangerous overloads. There is no better protec- 
tion for electrical equipment and property,—and no better way of 
preventing needless production delays. 


The percentage of needless motor shutdowns and production 
delays decreases radically when Jefferson Super-Lags are used. Made 
in all capacities—knife-blade and ferrule types. 


JEFFERSON ELECTRIC COMPANY 
Bellwood (Suburb of Chicago) Illinois 
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Bryant 2-Wire Receptacles 


BRYANT OUTLET BOX RECEPTACLES 


Designed especially for Industrial 






and Commercial applications. Con- 


AS UNFAILING IN SERVICE AS [iisiRiannpapenane 
THE CURRENT SUPPLY BEHIND THEMI 


permanently rustproof installation. 


Just as the Central Station maintains uninterrupted service, Bryant Receptacles main- 
tain uninterrupted convenience. Superior construction, steadfastly maintained, is a guar- 
antee of dependability. Caps are easy to insert in Bryant Receptacles. The slot finding 
means is unusually practical as well as attractive. Well designed latching bumps insure 
positive register. The Contact is perfect. The caps must “stick.” 


Ease of installation is assured by: 
Two large binding screws in each terminal, staked to prevent drop-out. 


Integral Plaster Ears make perfect alignment where required, or can be 
broken off easily when not needed. 


The Bryant Line of Convenience Outlet Receptacles is complete. A type for 
every need is available. For further information write to The Bryant Elec- 
tric Company, Bridgeport, Conn. 
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The Radio Code 


wholesaler sold radio. Today, less 

than half of them handle the line. 
Strictly radio wholesalers have become a 
rarity. The distributor, who at one time 
was 100 per cent radio, has added other spe- 
cialty lines until today radio comprises per- 
haps 40 per cent of his total sales. 

Now, however, with a Code that has teeth 
and that strikes directly at those evils which 
have been the curse of the industry in the 
past, radio should stage a strong comeback 
as a major line for the wholesaler. 

A careful reading of the new Code dis- 
closes several very important provisions. 
The definition of a wholesaler is a broad one. 
It appears almost certain it will be officially 
interpreted as including the distributive 
functions performed by those manufacturers 
who sell direct to the retail trade. 

The Code requires that a Trade Practice 
Committee be appointed to meet with simi- 
lar committees from other branches of the 
trade to formulate trade practices govern- 
ing the relationships between producers and 
distributors. This provision is important. 
Its purpose is to set up fair trade practices 
that will apply to both manufacturers and 
wholesalers, even though each group is 
under a separate code. These committees 
have already been appointed by both groups. 


Probably 90 per cent of the wholesalers 
now handling radio also handle refrigera- 
tion. Except for two paragraphs which have 
to do with radio tubes, the entire code ap- 
pears to be just as applicable to refrigeration 
as to radio. A paragraph could readily be 
inserted under “Definitions” to cover re- 
frigerators and wherever the word “radio” 
appears, the words “and refrigeration” could 
be added. The same Code Authority and the 


Beis in 1926 nearly every electrical 


same District Agencies would administer 
the code for both lines, thus materially re- 
ducing the rate of assessment levied on 
members of the industry. 

Wholesalers are specifically excluded from 
the recent NRA ruling that a concern can- 
not be assessed under more than one code. 
The subject of assessments for the support 
of the Divisional Code Authorities created 
under the various supplements to the Gen- 
eral Wholesaling Code is now under discus- 
sion by the General Code Authority and 
NRA. It will probably be decided that, 
where a substantial portion of a wholesaler’s 
business consists of radio, he will be assessed 
by the Radio Code Authority on his radio 
volume only. The Electrical Code Authority 
will assess him on his electrical volume, the 
Hardware Code Authority on his hardware 
volume, etc. In this way a wholesaler’s total 
code assessments will be in proportion to his 
total volume of sales, yet each Divisional 
Code Authority will be assured of an ade- 
quate revenue. 


HE RWA convention to be held in Chi- 

cago in June will largely be given over to 
a discussion of the new Code and the inter- 
pretations of its various provisions. A new 
5-point sales promotional plan for radio will 
be announced. The meetings will be open to 
all wholesalers handling radio and those 
who attend will also have an opportunity to 
visit the World’s Fair. 

Every wholesaler who handles _ radio 
should make a sincere effort to come to Chi- 
cago next month. 


ay ag ee 
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“Yes! We read the 
@ Mazpa lamp advertisements” 


In a typical mid-western city, that’s what 7 2.8% 
of all subscribers to magazines, in which lamps 
are advertised, said. 
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is helping you 
and your dealers . . . And all these ideas have been planted 
OY 2 y es in the minds of the buying public — your 
lamps fe  ¥ — dealer’s customers—by the ADVERTISING 
a | of Mazpa lamps of General Electric manu- 
facture. 









Tell Your Dealers to 
do these 3 things and 
you andtheywillboth 
sell More Lamps 


Your dealers can profit most from this 
advertising . . . and bring the people who 
need lamps into their stores, if they will 
follow the suggestions to the left. When they 
do these things they are signing their names 
to General Electric Mazpa lamp advertising. 
This lets their customers know they sell 


r lamps made by General Electric Co., Nela 


Your customers look for Park . Cleveland ) Ohio. 


1. Put in a General Elec- 
tric MAZDA lamp dis- 
play every time they 
receive it. 


2. Take one of our current 
magazine ads and build 
a massed display of 
General Electric 
MAZDA lamps around 
it. 





3. Ask people to buy. 
Every home needs more 
and higher wattage 
lamps. 











GENERAL @ ELECTRIC 
MAZDA LAMPS 
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The Radio Wholesaling Code 


The complete text of the Supplemental Code of Fair Competition for 
the Radio Wholesaling Trade, approved April 21 and effective May | 


ARTICLE I—PURPOSES 

To further effectuate the policies of Title I of the Na- 
tional Industrial Recovery Act, the following provisions are 
established as a Supplemental Code of Fair Competition for 
the Radio Wholesaling Trade to the Code of Fair Compe- 
tition for the Wholesaling or Distributing Trade, as pro- 
vided by Article VI, Section 1 (c) thereof, and such supple- 
mental Code shall be considered as a part of and in con- 
nection with said Code for the Wholesaling or Distributing 
Trade; and both Codes shall be binding upon every member 
of such Radio Wholesaling Trade. 


ARTICLE II—DEFINITIONS 

Supplementing Article II of the General Code. 

(a) The term “Radio Apparatus,” as used herein, refers 
to Radio Receiving Sets, Television Receivers, Radio Pho- 
nograph Combinations, Phonographs employing Vacuum 
Tubes, Vacuum Tubes and accessories and parts independ- 
ently or integrally with all types of such Receivers and 
Combinations. 

(b) The term “wholesaler” or “distributor,” as used 
herein, is defined but without limitation, as an individual, 
association, partnership, corporation or other firm, or a 
definitely organized division thereof, definitely organized to 
render and rendering a general wholesale distribution serv- 
ice and maintaining and operating a wholesale warehouse 
service, who is engaged in the business of selling Radio 
Apparatus through salesmen, advertising and/or sales pro- 
motion devices at wholesale, principally to dealers for resale 
to ultimate consumers; but does not sell in significant 
amounts to ultimate consumers. 

(c) The term “the Trade,” as used herein, is defined to 
mean the business engaged in by wholesalers or distributors 
as above defined. 

(d) The term “dealer,” as used herein is defined, but 
without limitation, as an individual, association, partner- 
ship, corporation, or other firm, or a definitely organized 
division thereof, operating as a retailer of Radio Apparatus 
selling direct to the ultimate consumer. 

(e) The “Radio Wholesalers Association, Inc.,” herein- 
after called the RWA, is defined to be the National Asso- 
ciation of Radio Distributors which is sponsoring this Sup- 
plemental Code. 

(f) The term “District Agency,” as used herein, is a 
body authorized by the Divisional Code Authority to repre- 


sent it in the various geographic districts in the manner 
provided in Article IIT. 

(g) The term “Divisional Code Authority,” as used 
herein, shall mean the Divisional Code Authority for the 
Radio Wholesaling Trade, a division of the Wholesaling 
or Distributing Trade. 

(h) The term “General Code,” as used herein, shall 
mean the Code of Fair Competition for the Wholesaling 
or Distributing Trade. 


ARTICLE III—ADMINISTRATION 

Supplementing Article VI, Section 2 (e) of the General 
Code. 

Section 1—Divisional Code Authority Membership.— 
(a) The Divisional Code Authority shall consist of twelve 
members of the Trade: one (1) to be the President of the 
RWA;; one (1) to be the Executive Vice President of the 
RWA;; seven (7) to be chosen by the Board of Directors 
of the RWA to represent its members in various geo- 
graphical sections of the country; and three (3) members 
to be chosen from members of the Trade who are not 
members of the RWA, in a manner to be approved by the 
Administrator. 

(b) The Membership of the Divisional Code Authority 
may be increased or contracted, with the approval of the 
Administrator, upon the recommendation of the Division 
Code Authority that the geographical subdivision of the 
country requires such readjustment. 

(c) The Administrator, or the Board of Directors of the 
RWA, with the approval of the Administrator, may remove 
and replace for non-feasance, malfeasance, or misfeasance 
in office such members of the Divisional Code Authority 
whom it previously chose and appointed. 

Section 2—Powers and Duties—The Divisional Code 
Authority shall have the following duties and powers in 
addition to those stated in the General Code: 

(a) To elect officers and to assign to them such duties 
as it may consider advisable; to appoint subcommittees ; to 
provide rules for its own procedure; to organize District 
Agencies which shall be representative of members of the 
Trade in such geographical sections of the country as it 
may designate, and, with the approval of the Administrator, 
delegate thereto such powers and duties as it deems neces- 
sary for the proper administration of this Code, provided 
that nothing in this subsection (a) shall be construed to 
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relieve the Divisional Code Authority of any of its duties 
and responsibilities as such. 

(b) To cooperate with the Administrator in regulating 
the use of the National Recovery Administration Code 
Insignia solely by those members of the Trade who are 
complying with this Supplemental Code. 

(c) To initiate, consider and make recommendations for 
the modification or amendment of this Supplemental Code. 

(d) To appoint a Trade Practice Committee which shall 
meet with the Trade Practice Committees appointed under 
such other Codes as may be related to the Trade, except 
other Supplemental Codes governing the several divisions 
of the Wholesaling or Distributing Trade, for the purpose 
of formulating fair trade practices to govern the relation- 
ships between production and distribution employers under 
this Supplemental Code and under such others to the end 
that such fair trade practices may be proposed to the Ad- 
ministrator as amendments to this Supplemental Code and 
such other Codes. 

Section 3—Administrative Review.—lf{ the Administra- 
tor shall determine that any action of the Divisional Code 
Authority or any agency thereof may be unfair or unjust 
or contrary to the public interest, the Administrator may 
require that such action be suspended to afford an oppor- 
tunity for investigation of the merits of such action and 
further consideration by such Divisional Code Authority or 
agency, pending final action, which final action shall not 
be effective unless the Administrator approves or unless he 
shall fail to disapprove after 30 days’ notice to him of inten- 
tion to proceed with such action in its original or modified 
form. 

Section 4—Liability of Divisional Code Authority.— 
Nothing contained in this Code shall constitute the members 
of the Divisional Code Authority partners for any purpose. 
Nor shall any member of the Divisional Code Authority 
be liable in any manner to anyone for any act of any other 
member, officer, agent, or employee of the Divisional Code 
Authority exercising reasonable diligence in the conduct 
of his duties hereunder nor be liable to anyone for any 
action or omission to act under the Code, except for his 
own willful misfeasance or nonfeasance. 

Section 5—District Agencies—(a) District Agencies 
shall consist of not less than three members of the Trade 
operating within each trading area involved. The same 
proportion of members of the Trade not members of the 
RWA shall be selected to membership in each District 
Agency as are on the Divisional Code Authority, provided 
that at least one non-member of the RWA shall be selected 
to membership in each such Agency and provided, further, 
that this provision shall not prevent adjusting the selection 
of a District Agency in such a manner that it shall be 
representative of the members of the Trade in a particular 
district where a representative number of such members of 
the Trade may not be members of the Radio Wholesalers 
Association. 

(b) In any instance where a member of a District 
Agency is the object of investigation or complaint, the other 
agency members shall choose a substitute to act in his stead. 


ARTICLE IV—TRADE PRACTICES 
Supplementing Article VII of the General Code. 


Section 1—Subterfuge.—It shall be an unfair trade prac- 
tice for any member of the Trade to employ subterfuge, 
directly or indirectly, to avoid or attempt to avoid the pro- 
visions of this Code or the purposes and intent of the Na- 
tional Industrial Recovery Act, which are to increase em- 
ployment, provide better wages, promote fair competitive 
methods, better business conditions, and promote the public 
welfare. 


SECTION 2.—Protection to Dealers—Members of the 


Trade shall not discriminate, directly or indirectly, between 
dealers in services rendered or in discounts or net prices 
extended; provided that nothing herein shall prohibit quan- 
tity discounts. 


SECTION 3.—Cost and Price Provisions. 

(a) Selling Below Cost.—lIt is considered an unfair method 
of competition and inimical to best public interest for any 
member of the Trade to sell any item below cost except as 
perniitted in paragraph (b) of this Section. Cost, for the pur- 
poses of this Section, shall be the net invoice purchase price, 
plus transportation charges to the wholesaler’s warehouse, 
and, when ascertained by the Administrator, upon the recom- 
mendation of the Divisional Code Authority, to include a 
reasonable amount for direct labor costs entailed in the 
sale and delivery of the merchandise and the collection of 
accounts by the member of the Trade. 


(b) Dropped Lines.—Dropped lines or surplus stocks, 
sometimes designated as “close-outs,” held by any member 
of the Trade, or inventories which must be converted into 
cash to meet immediate needs, may be sold at such prices 
as are necessary to move those stocks into buyers’ hands. 
However, all such stocks must first be reported to the Dis- 
trict Agency at least two weeks prior to the offer of sale, 
listing the descriptions, quantities, and minimum acceptable 
prices of such stocks and reasons for such sale. The mem- 
ber shall certify that he is acting in good faith. The Dis- 
trict Agency shall act upon such report within one week 
after its receipt and shall approve the sale unless it finds 
that the same will not conform to any one of the conditions 
of this paragraph, in which event it may recommend dis- 
approval of such sale to the Divisional Code Authority. 
If the Divisional Code Authority shall disapprove the find- 
ing of such District Agency, it shall at once notify the 
member of the Trade and the District Agency that such 
sale may be made; if the Divisional Code Authority ap- 
proves the finding of the District Agency it shall recom- 
mend the disapproval of the sale to the Administrator. The 
Administrator, acting upon such recommendation, may 
order the sale prohibited. If the proposed sale is not pro- 
hibited by the Administrator before the date scheduled for 
the sale, the member of the Trade shall have the right to 
proceed to sell such stocks in accordance with the terms 
of the report originally filed. Such stocks when sold shall 
be plainly and completely described in the invoice and/or 
advertising as to its “closeout” character. 


(c) Terms and Cash Discounts——Terms of sale shall not 
be more favorable than two per cent as a cash discount 
(except when anticipated), or net 30 days from the date of 
each invoice. The date of each invoice shall be the ship- 
ment date. The cash discount period shall be fixed by each 
District Agency for its District and filled with the Divi- 
sional Code Authority, which may, with the approval of 
the Administrator, upon review, secure revision of any 
period so fixed. No cash discount shall be granted after 
the time so fixed shall have expired or where payment is 
made by any instrument that does not mature within the 
cash discount period. Nor shall any added discounts greater 
than six per cent per annum be allowed for anticipation of 
payment nor where the customer owes an unpaid balance 
unless the whole of such balance be disputed in good faith. 
Where settlement is made in the form of notes or their 
equivalent, interest shall be charged at the rate of six per 
cent per annum from the net due date. Provided, however, 
that in both the above cases if the legal rate of interest in 
the State governing the contract be less, such rate shall 
apply. 

(d) Filing of Price Schedules—Should any District 
Agency find that a two-thirds majority of all the members 
of the Trade in its district desire to file their Price Sched- 
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ules, the District Agency shall require all of the members 
of the Trade operating in its District to file with it their 
Schedules of prices, discounts, terms, and all allowances, 
setting forth a specific date for such filing. Such schedules 
shall become effective upon the date of filing fixed by the 
District Agency which shall immediately make such sched- 
ules available to all members of the Trade in that District 
and to such other interested parties in that district as may 
request them and pay the cost thereof. Any member of 
the Trade may revise his schedules by filing such revision 
with the District Agency in writing, whereupon such re- 
vision shall become effective immediately and notice thereof 
given to all members of the Trade in that District and to 
such other interested parties as may request them and pay 
the cost thereof. It shall be an unfair trade practice for 
any member of the Trade to sell or offer for sale goods 
at prices lower than those which he then has on file. 

(e) Rebates or Subsidies—-A member of the Trade shall 
not directly or indirectly, offer to pay premiums, bonuses, 
or subsidies, nor pay any of the operating expenses of a 
dealer’s business; nor pay the salaries, wages, and/or com- 
missions of a dealer’s employees; nor pay any bonuses or 
compensation to a dealer’s salesmen for the purpose of hav- 
ing the dealer or dealer’s salesmen favor or push the sale 
of any specific products over those of a competitor; nor 
furnish the services of its own employees for the purpose 
of relieving the dealer of the expense of similar employees 
as a subterfuge or rebate; nor pay for local dealer adver- 
tising and/or sales promotion plans beyond the amount set 
forth under Sections 4 and 5 of this Article. 

Section 4—Sales Promotion Plans——Any member of the 
Trade may carry out any legitimate sales promotion plan 
involving prizes (other than money) to his dealers’ sales 
organizations provided that the plan is available on equal 
terms to all of his dealers and dealers’ employees, in an 
area within a particular district; provided, however, that 
the amount so expended by the member of the Trade for 
such sales promotion plans shall not exceed one per cent 
of his total net sales to his dealers on radio apparatus within 
the current fiscal year of the member of the Trade. 

Section 5—Cooperative Advertising.—Subject to the lim- 
itations herein provided, members of the Trade may coop- 
erate with dealers in the use of local advertising: 

(a) Allowances.—A distributor shall not contribute to 
the cost of cooperative manufacturer—distributor—dealer 
advertising in an amount in excess of the amount con- 
tributed’ by the dealer or the manufacturer, nor shall the 
contribution by the distributor in such arrangements be 
more than one-fourth the total cost of such advertising, 
regardless of the amount of the manufacturer’s contri- 
bution, provided that nothing in this paragraph shall be 
construed to prevent cooperative advertising arrangements 
between distributors and dealers, but the amount so ex- 
pended by the distributor shall not be greater than one-half 
of the dealer’s cost of such advertising provided, further, 
that not more than a total of two and one-half per cent of 
a distributor’s total net sales or radio apparatus to his 
dealers for his current fiscal year shall be expended for 
both types of such cooperative advertising. 

Members of the Trade shall require of all dealers taking 
advantage of the cooperative advertising plans, a proper 
written statement certifying to the correctness of the deal- 
er’s advertising rates as being the fair current contract rate. 
Allowances paid by the member of the Trade for such 
cooperative advertising shall be based only on certified 
statements covering actual cost of broadcasting, or of the 
actual space used in newspapers, publications, billboards, 
placards, theatre screens, or other customary public media. 
The cost of any mechanical set-up and art work as well as 
cuts, make-ready, or other similar items, other than stan- 
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dard advertising mats or cuts supplied by the manufac- 
turer, shall not be paid for by the member of the Trade. 

(b) Filing—Each District Agency may require the 
members of the Trade operating in its district to file their 
current cooperative advertising agreements with dealers, 
and any changes shall be filed prior to effecting such modifi- 
cations. Copies shall be available to other members of the 
Trade upon request. 

(c) Approvals——Every member of the Trade shall have 
the right to supervise all advertising done under his co- 
operative advertising agreements as to media, layout and 
copy. 

(d) Cooperative Anticipations—Where a dealer antici- 
pates his cooperative advertising accruals, the member of 
the Trade shall not accept the liability beyond the actual 
accruals against genuine purchases shipped and invoiced 
within a period of time previously agreed upon, but not to 
exceed the immediately following six consecutive months. 
Over-expenditures by the dealer beyond the actual amount 
available in the specific plan the member of the Trade is 
following, shall not be paid by the member of the Trade. 

(e) Rules of Fair Advertising.—It shall be an unfair 
trade practice for any member of the Trade to contribute 
in any manner to cooperative advertising of his products 
which does not conform with the following rules: 

(1) Tubes being an essential accessory to a Radio Re- 
ceiver, all such advertisements of Radio Sets shall specify 
that the price, if quoted, includes a complete set of tubes. 
The brand of such tubes, where they are other than the 
tubes originally supplied with the receiver by the manu- 
facturer, shall be named. The word “complete” used in 
connection with a receiving set advertised at a specific 
price must mean that all tubes and other accessories neces- 
sary for the operation of the set are included, except outside 
aerial or the installation thereof. 

(2) Where an advertisement contains an illustration, the 
illustration shall correctly portray the model advertised, 
and the price (if quoted) and the description of such model 
shall be correctly set forth, and by their prominence and 
location shall clearly apply to the appropriate illustration. 

(3) No materially inaccurate misleading statements, or 
ambiguous statements regarding radio performance claims, 
amount of trade-in allowances, down payments or terms, or 
false reference to “no interest charges” on installment sales 
shall be used in any advertisements. 

(4) These Rules of Fair Advertising shall apply to, but 
without limitation, newspaper and periodical advertising, 
window signs and displays, banners, circular matter, posters, 
broadcasting, and any other type of advertising. 

SecTION 6—Consumer and Dealer Service-—No member 
of the Trade shall render any service which should ordi- 
narily be rendered by the dealer without charging the dealer 
a reasonable price therefor. 

On new merchandise which is found to be defective or 
where error has been made in design or manufacture, the 
distributor shall give the dealer the benefit of the manu- 
facturer’s standard warranty, and, in addition thereto, 
whatever provisions the manufacturer makes for addi- 
tional compensation and/or expenses covering the replace- 
ment of such defective parts or apparatus. 

Section 7—Vacuum Tube Sales—The Divisional Code 
Authority within 90 days from the effective date of this 
Supplemental Code shall make recommendations pertaining 
to the regulations governing the distribution and sale of 
tubes by members of the Trade, which the Administrator 
may approve after such notice and hearing as he shall 
specify. 





ARTICLE V—EFFECTIVE DATE 
This Supplemental Code shall become effective on the 
tenth day after its approval by the Administrator. 











Radio Wholesalers to Hold 


Code Convention 


RWA Calls Industry Meeting for June 12-13 at the Stevens 
Hotel, Chicago. Appoints Temporary Code Authority 


Discussion of the Supplementary 
Code of Fair Trade Practice for the 
Radio Wholesaling Trade and the 
appointment of a permanent Di- 
visional Code Authority will feature 
the 8th Annual Convention of the 
Radio Wholesalers Association to be 
held at the Stevens Hotel, Chicago, 
on Tuesday, and Wednesday, June 
12 and 13. Charles Mason of Chi- 
cago is chairman of the Convention 
Committee. 

The Spring Convention of the 
Radio Manufacturers Association 
will be held on the same dates and 
the opening session on Tuesday 
morning will be a joint meeting of 
both associations. Tuesday afternoon 
will be devoted to group conferences 
and committee meetings. 

The general sessions on Wednes- 
day, which will be open to all whole- 
salers of radio, will be given over to 
a complete discussion of the provi- 
sions of the Radio Wholesaling Code 
and a Permanent Code Authority for 
the administration of the Code will 
be elected at that time. 


Temporary Code Authority 

At a meeting of the directors of 
RWA, held in Chicago, April 19, 
nine member wholesalers were named 
to a temporary Code Authority, sub- 
ject to confirmation by NRA and 
pending the appointment of a perma- 
nent Code Authority in June. Three 
non-member wholesalers, as provided 
for by the Code, will be selected later. 

The nine members selected are: 
James Aitken, Detroit; H. G. Er- 
strom, Chicago; Benjamin Gross, 
New York City; David Trilling, 
Philadelphia; Harold Wrape, St. 
Louis; Francis E. Stern, Hartford, 
Conn.; Lawrence Lucker, Minneapo- 
lis; A. C. Marquardt, Boston, and Al 
Meyers, San Francisco. 


District Agencies 


For purposes of local code admin- 
istration between 50 and 60 district 


agencies will be set up. Temporary 
chairmen have already been ap- 
pointed in 30 districts including 
Boston, New York City, Newark, 
Trenton, Albany, Philadelphia, Pitts- 


burgh, Washington, Atlanta, Jackson- 


ville, Louisville, Cleveland, Cincin- 
nati, Detroit, Chicago Milwaukee, 
Minneapolis, Des Moines, Omaha, 
Denver, San Francisco and Seattle. 

Local trade associations in each 
district have been requested to sub- 
mit to the temporary Code Author- 
ity their recommendation for perma- 
nent members of their local District 
Agency. 


New Divisions Planned 

Two new committees have been 
appointed by RWA. A Parts and 
Accessory Committee will study the 
problems of distributors of radio 
parts and accessories with a view to 
setting up a Parts and Accessory Di- 
vision within the Association. W. C. 
Braun, Chicago, has been appointed 
chairman and Ross Howard, Chicago, 
vice-chairman of this committee. 

The Code provides that, within 90 


days, the Code Authority “shall make 
recommendations pertaining to the 
regulations governing the distribution 
and sale of tubes by members of the 


trade.” Sanford Samuel of New 
York City has been appointed chair- 
man of a new Tube Committee which 
will start immediately to study all 
phases of radio tube distribution and 
to prepare supplemental trade prac- 
tice provisions covering tubes for 
submission to the Administrator. It 
is also expected that, when this com- 
mittee makes its report at the June 
convention, it will recommend the 
creation of a Tube Division of RWA. 


Trade Practice Committee 

A Trade Practice Committee, as 
required by the Code, has also been 
appointed. This Committee will meet 
with a similar committee represent- 
ing manufacturers to formulate fair 
trade practices governing the rela- 
tions between manufacturers and 
distributors. This committee consists 
of David Goldman, New York, chair- 
man, David Trilling, Philadelphia, 
Irving Saranoff, New York, Harry 
Alter, Chicago and Benjamin Gross, 
New York. Another committee, con- 
sisting of Irving Saranoff, Benja- 
min Gross, David Trilling and Harry 
Alter has been appointed to carry out 
the provisions of the “Differential” 
clause of the General Wholesaling 
Code. 

New members of the Board of Di- 
rectors of RWA, elected to fill un- 
expired terms, are Harry Alter, Chi- 
cago, and Al Meyers of the Leo J. 
Meyberg Co., San Francisco. 











High Lights of the Radio Wholesaling Code 


Applies to all who render a wholesale 
distribution service. 


Provides for a Divisional Code Au- 
thority of nine members. 


Sets up District Agencies for local ad- 
ministration of Code. 


Provides for establishing fair trade 
practices to govern relations between 
manufacturers, wholesalers and re- 
tailers. 


Prohibits sales below cost: cost to in- 
clude a reasonable amount for direct 
labor. 


Filing of price schedules is optional 
with members of the trade in each 
district. 


Expenditures for sales promotion are 
limited to one per cent of total net 
sales. 


Cooperative advertising allowances 
are limited to two and one haif per 
cent of total net sales. 


Establishes rules of fair advertising 
for all cooperative advertising. 


No wholesaler can render any service 
which would ordinarily be rendered by 
the dealer unless i. charges the 
dealer for same. 


Regulations governing the distribu- 
tion and sale of radio tubes must be 
prepared and submitted to the Ad- 
ministrator within 90 days. 
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Wholesalers Have Important Role 


in Table Appliance Program 


How the salesmen of appliance distributors can play an important 
part in securing the active support of their dealers to the national Elec- 
tric Table Cookery Program, sponsored by the Edison Electric Institute 


By R. W. Turnbull 


Assistant Manager of Sales, 
erchandise Dept. 
General Electric Co., Bridgeport, 
also member of E. E. |. Table 
Cookery Program Committee 


promotion of small appliance sales, 

launched last month, is already off 
to an excellent start. Sponsored by the 
Edison Electric Institute, in coopera- 
tion with the Domestic Appliance Sec- 
tion of the National Electrical Manu- 
facturers Association, this activity is 
being conducted along similar lines to 
those followed so successfully in the 
“Better Light—Better Sight” activity 
last fall and winter. 

The purpose of the movement is 
to stimulate, through local promotional 
effort, the sale and use of those house- 
hold electrical devices which have 
proven practical in the home dining 
room and kitchen. “Electric Table 
Service Saves” has been adopted as 
the slogan for the activity. 

A monthly bulletin, “Electric Cook- 
ery Topics,” is issued by the program committee to 
report what is being done by distributors, dealers and 
utilities throughout the country to successfully and 
profitably merchandise small appliances of all kinds. 
Wholesalers, as well as utilities and manufacturers, are 
already ordering these bulletins in substantial quantities 
from committee headquarters, Edison Electric Insti- 
tute, 420 Lexington Ave., New York. 

One of the principal objectives of the movement is to 
develop a better conception of values in the public mind, 
so that the retail dealer—who is in a position to do a 
proper selling job—can find enough margin of profit in 
dollars to compensate for the cost of such selling. This 
does not mean high priced merchandise, but rather mer- 
chandise of such quality that everyone involved in the 
handling of the product, and later in the use of it, will 
be compensated. First, the manufacturer will have an 
incentive to put behind the product itself consumer pub- 
licity which will pave the way for the retailer’s sales 
effort. The retailer will sell products of such a quality 
that the purchaser will feel well served and will be in- 
clined to return to that store for further electrical needs. 
The consumer, or user, will enjoy long and satisfactory 
service and develop a much greater confidence in the 
value of electricity in the home, to the point that interest 
in higher investment items will grow in the customer 
mind and thus pave the way for more and heavier in- 
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vestment sales later on. The utility 
will be sure of appliances on the line 
which will be in service for many 
years to come, with the same relative 
in-growing advantages because of 
such satisfactory service. 

Another thought, in connection with 
the sale of small appliances of qual- 
ity, is the fact that much of our mar- 
ket is a replacement market. In a re- 
cent survey, we found over 42 per 
cent of appliance sales were for re- 
placement rather than initial sale. 
These salés were accomplished—first, 
by proper display of quality merchan- 
dise, and second, by intelligent sales 
people who showed the necessary ad- 
vantages of improvement of electric 
appliances to the point where the in- 
terest developed resulted in an order. 

An example of this is the value of 
the light weight automatic iron over the old style elec- 
trified sad iron. In this item the difference in the value 
of service, because of the improvements and features 
built into an automatic iron, is evident to almost every- 
one, but the same developments have been made in 
almost all of the other appliances now available. It 
needs the proper type of salesmanship to bring these 
changes to the attention of the prospective customer 
and the profit is available for such type of sales people, 
if the right class of merchandise is sold. 

The electrical wholesaler and the salesmen represen- 
tatives must be in a position to put into the minds and 
mouths of his retail customers the story of quality 
which has retail selling value and which the intelligent 
retail sales clerk can use to advantage. 

To quote from P. A. O’Connell; “Selling quality is 
the surest way of inducing customers to buy.” An un- 
derstanding of quality and the outstanding use advan- 
tages of built-in quality seem to be the most necessary 
and at the same time the least appreciated features of 
retail selling today. The wholesale representative who is 
not himself equipped to give this story to his retail dealer 
customers is losing the opportunity of building good- 
will, which always follows properly served customers. 

Thus the electrical wholesaler can play a vital part in 
making the Electric Table Cookery Program a success- 
ful industry movement. 








New Facts About the 





Electrical Wholesaling Industry 


An up-to-date picture of the electrical wholesaler of 1934, based upon 
an analysis of the latest edition of the ''Verified Directory of Electri- 
cal Wholesalers", published annually by "Electrical Wholesaling" 


“Verified Directory of Electrical Wholesalers”, 

which is generaily recognized by the trade as the 
‘“Who’s Who” of the electrical wholesaling industry. To 
be listed in this directory a wholesaler must be “verified” 
as a recognized wholesale distributor by several reput- 
able electrical manufacturers. 

In addition to the firm name and address, this direc- 
tory includes the names of officers and department heads 
of each firm, also information on territory covered, num- 
ber of city, country and counter salesmen, square feet 
of floor space occupied, size of inventory carried, year 
firm was established and commodity groups handled, in- 
cluding supplies, appliances, radio and lighting fixtures. 
All branch houses are listed separately, with name of 
branch manager and location of main house. Locations 
of branch houses are also included under all main house 
listings. 

During the past year there has been a noticeable in- 
crease in local associations of electrical wholesalers 
whose membership is limited to firms of recognized 
standing in their communities. Hence this year, for the 
first time, membership in these local associations is re- 
ported in this trade directory, in addition to membership 
in the National Electrical Wholesalers Association. 

The nine local associations, whose members are re- 
ported, include the Eastern Electrical Wholesalers Asso- 
ciation (Metropolitan New York and New Jersey), 
Northeastern Electrical Wholesalers Association (Bos- 
ton), Electrical Wholesalers Association of Philadelphia, 
Lehigh Valley Electrical Wholesalers Association 
(Allentown, Pa.), Mohawk Valley Club (New York 
State outside the Metropolitan area), Chicago Electrical 
Wholesalers Association, North Central Electrical 
Wholesalers Association (Minneapolis), Iowa Electrical 
Wholesalers Association and Puget Sound Electrical 
Wholesalers Association (Seattle). The combined mem- 
bership in these local associations now comprises 21 per 
cent of the electrical wholesaling industry. 


= year ELECTRICAL WHOLESALING publishes a 


COMPARISON of the 1934 directory with previ- 
ous editions shows a very slight gain in total 
number of wholesalers (1,001 against 994 a year ago). 
However, the number of hardware, mill supply and 
other non-electrical wholesalers maintaining electrical 
departments increased from 95 to 114. These 114 
houses include 49 hardware, 43 mill supply, 10 general 
supply, four automotive, four mail order and three 
plumbing wholesalers. 
The ratio of “national” to independent houses remains 
about the same as in previous years. Of the total listings 
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in the 1934 directory, 70 per cent are independent houses 
and seven per cent, while independently owned, are affili- 
ated with either the General Electric or Westinghouse 
companies. The 227 branches of Graybar, General Elec- 
tric Supply Corp. and Westinghouse Electric Supply Co. 
comprise 23 per cent of the total listings. 

Houses deleted from the previous directory total 115, 
indicating a mortality rate among electrical wholesalers 
of about 11 per cent during 1933. On the other hand, 
this year’s directory lists 124 firms which did not appear 
in the 1933 edition. Thus, the number of new firms 
established during the year was slightly in excess of those 
who passed out of the electrical wholesaling field. Of 
the 879 houses included in both the 1933 and 1934 di- 
rectories, 829 reported changes either in personnel or 
operations during the past year. 


T HE trend towards smaller operating units, which has 
been noticeable for the past several years, continued 
during 1933. An analysis of the information contained 
in the new directory indicates that 87 per cent of the 
wholesalers carried inventories below $100,000 as against 
75 per cent in 1931. Also, the amount of floor space oc- 
cupied by the average wholesaler has decreased from 
22,000 sq. ft. in 1931 to 12,300 sq. ft. in 1934. 

The number of wholesalers handling supplies, appli- 
ances and lighting fixtures remains about the same as 
in previous years, but there has been a noticeable decline 
in the number handling radio. Only 40 per cent of the 
wholesalers listed in the 1934 directory reported that 
they now carry radio sets, while in 1931 two wholesalers 
out of every three were actively engaged in radio sales. 

Of the independent wholesalers listed only seven per 
cent reported that they also carried on a contracting busi- 
ness which, on an average, amounted to 16 per cent of 
their total annual sales. A considerably larger propor- 
tion (26 per cent) also do some business at retail. This 
amounts to only 12 per cent of their total sales, however. 

In addition to the 231 branches of the three national 
houses, 37 independent wholesalers operate a total of 
61 branch houses. 

The number of outside salesmen reported by the aver- 
age independent wholesaler was 3.5, and number of 
counter salesmen 1.8. Instead of covering a wide terri- 
tory, as was formerly the case, the average wholesaler 
now confines his operations within a 65 mile radius. 

Further information on the electrical wholesaling in- 
dustry, as revealed by the new “Verified Directory of 
Electrical Wholesalers,” is shown in chart form on the 
opposite page. 
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The Electrical Wholesaling 
Industry Comprises 


1,00! separate establishments, including branches 


The Average Electrical 
Wholesaler 


Sells only at wholesale 
Travels four salesmen 


5,300 salesmen Has two counter salesmen 
Combined inventories in excess of $65,000,000 Carries an inventory of $65,000 


12,350,00 sq. ft. (285 acres) of warehouse space 








Occupies 12,300 sq. ft. of warehouse space 
Operates within a radius of 65 miles 


















WIRING MATERIALS 


FANS 


COMMERCIAL & INDUSTRIAL LIGHTING EQUIPMENT 


HEATING APPLIANCES 


RESIDENTIAL LIGHTING FIXTURES 62% 


RADIO TUBES 547% 


WASHING MACHINES 46% 








RADIO SETS 40% 
RANGES 39% 


REFRIGERATORS 31% 





AFFILIATED 





INDEPENDENT ELECTRICAL 
70l 887 
Number of Independent, Na- Number of strictly electrical 
tional and Affiliated houses houses, and of non-electrical 
composing the electrical whole- houses maintaining electrical 
saling industry departments 


LESS THAN 
$50,000 






$50,000 To #100,000 






$100,000 To $250,000 


1% over $250,000 


Percentage of independent wholesalers carrying various sizes of 
inventory 
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100 % 
89% 
76% 
74% 







Percentage of independent 
electrical wholesalers hand- 
ling principal commodity lines 





Geographic Distribution 
of 


Verified Electrical Wholesalers 


Ind. *Aff. *Nat. Tot 
Alabama § 3 1 9 Nebraska 6 0 
Arizona 0 60 2 2 Nevada o 0 @ 
Arkansas . 3.0 0 3 New Hampshire 2 0 0 
California 39 0«C«8 13 52 New Jersey 3% 0 6 41 
Colorado 6 2 10 New Mexico eo @ 1 
Connecticut 20 «0 27 New York 125 13 20 158 
Delaware ... ="9@ 3 3 North Carolina 79 9 15 
Dist. of Col.... 3 1 2 6 North Dakota ° 1 0 1 
Florida 8 0 8 16 Ohio 41 7 6 64 
Georgia 6 0 5 11 Oklahoma 7 0 5 12 
Idaho © 0 0 0 Oregon 6 0 3 9 
Illinois 0 4 6 50 Pennsylvania 67 8 13 as 
Indiana 1 65 «66 22 Rhode Island 
lowa se 6 @ 18 South Carolina 1 1 2 4 
Kansas 6¢ 2 2 10 South Dakota 20 0 
Kentucky a 12 Tennessee is 2 8 23 
Louisiana i 12 Texas 1% 2 15 33 
Maine 4 @ 8 Utah o 3 5 
Maryland 1 0 3 13 Vermont o 1 3 
Massachusetts 6 1 8 72 «Virginia 8 0 6 4 
Michigan .. 300— 3 «(10 43 Washington 1 61 «7 18 
Minnesota .....17 0 9 26 West Virginia 9 $ @ 4 
Mississippi .... 1 0 0 1 Wisconsin _ a 15 
Missouri ......23 1 7 31 Wyoming 1 0 0 1 
Montana a 3 _—_——_— oo 
Total! 701 69 231 1,001 


*Ind.—Independent Wholesalers. 

*Aff.—Wholesalers Affiliated with General Electric and Westinghouse 

*Nat.—National Houses including General Electric Supply Corp.. West 
inghouse Electric Supply Co. and Graybar Electric Co 

















The Gardeners’ Market 
for Lighting Equipment 


Cleveland's Electric Garden Show finds the public intensely 
interested in garden lighting equipment, including decor- 
ative novelties, underwater reflectors and floodlights 


By H. G. TOLAND 


Engineering Department, General Electric Co., 
Nela Park, Cleveland, Ohio 


clubs in the United States. Add to this number 

a few million plain dirt gardeners who make their 
gardens their hobby but aren’t very good joiners, and 
you have a conservative estimate of the market that 
exists in this country for garden lighting equipment. 

Both the dirt gardener and the garden club member 
have the desire to enjoy their gardens as fully as possi- 
ble. In unison they bemoan the fact that “It’s dark so 
soon.” One is as likely as the other to 
force evening callers to “come see the 
garden”—by flashlight if necessary. 

But stumbling flashlight trips through 
the garden aren’t necessary any more. 
Practical and inexpensive garden lighting 
equipment now on the market is the or- 
der of the evening. Simple units have 
been designed, easy to install and well 
within the purchasing power of slim 
pocketbooks. Each unit will pick up one 
separate feature of the garden that would 
otherwise be lost to view after dark. Sev- 
eral of them will make of an entire gar- 
den, a complete night picture. 

For the price of a rake or hoe, the 
gardener can buy an illuminated lily pad 
that will create million-dollar underwater 
lighting effects in his pool. ‘Rock gar- 
deners may purchase—at the same low 
price—a rock with a lamp inside, and this 
may be placed to illuminate paths, steps, 
or to reveal the rest of the rock garden. 

If the purse strings are loosened a bit 
more, a set of bird and flower shields, 
mounted on spikes may be bought for planting in front 
of tall flower borders or hedges. These shields are 
adapted for use with the Christmas tree string of lights 
which may be taken for granted as standard equipment 
in the great American home. In addition to these light- 
ing novelties there are compact reflectors of various 
makes, wired with 12 feet of heavy waterproof rubber 
cord which come all ready to be plugged into the near- 
est outside outlet, and adjustable floodlights which may 
be mounted atop the garage or high out of sight in a 
tree crotch, to provide the lighting background for the 
entire garden, so that the lighting of individual features 
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7 ODAY there are two million members of garden 





An adjustable floodlight, mounted on a pole 
and stuck in the ground, makes it possible 
to work in the garden after dark 





will not give it a spotty ap- 
pearance. 

Incidentally, the adjust- 
able floodlight, mounted on 
an eight-foot pole and stuck 
in the ground, will illumi- 
nate the surrounding area 
so that digging and plant- 
ing can go on long after 
sunset, to the great delight 
of the dirt gardener who 
must spend an eight-hour 
day elsewhere before he can 
find any time at all to work 
in his garden. 

Such practical considera- 
tions, however, need not be 
even mentioned in order to 
sell garden lighting equip- 
ment. Man does not live by bread alone. Beauty is 
something for which people are willing to pay, and espe- 
cially is the gardener glad to pay for beauty which he 
himself has helped to create. 

Landscape architects who gave an evening garden 
party to benefit the garden center of the City of Cleve- 
land, were astounded at business results. Not only did 
light in this garden help sell shrubs and strawberry 
shortcake indiscriminately. It sold itself. 

Spectacular luminous py- 
lons especially designed for 
the entrance to the garden 
made a hit and duplicates 
were ordered for half a 
dozen widely differing 
events—among them an 
outdoor industrial exposi- 
tion, a commercial celebra- 
tion, a school homecoming 
rally. One large permanent 
garden lighting installation, 
employing some 2,000 
watts of lighting load, and 
the equipment that goes 
with it, was made the week 
following this party as a di- 
rect result of it. 

Cleveland’s four hundred 
were interested in the more 
expensive garden lighting 
equipment shown at this 
party. The 10,000 people 
who had visited Cleveland’s 
first Electric Garden Show 
before it was half over surely should swell sales on 
the inexpensive garden lighting units for wholesalers 
and their salesmen in northern Ohio. 

But the market for garden lighting is not confined 
to one locality or one state any more than it is con- 
fined to one class of gardeners. In every state of the 
Union, wherever there are wired homes and gardens, 
there are people who just need to be told about garden 
lighting, to be sold some of the inexpensive and practical 
new equipment now available. 

Work with your contractor customers to develop this 
gardeners’ market. 
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Fis Northwest Radio Sup- 
ply Co. of Portland, Ore., keeps one 
man constantly employed re-winding 
burned-out transformers, speaker 
coils and other wound parts. This 
department provides a needed serv- 


ice for the radio dealer and a profit 
for the distributor 





T. B. Morgan and Edward Stocklen, owners of the Northwest Radio Supply Co. 


A Radio Distributor 


Gives Service on Transformers 


formers, dynamic speaker fields, magnetic 

speaker bobbins, etc.? They are exact dupli- 
cates and can be had at a great saving to you. By exact 
duplicates, we mean the transformer is returned to you 
with mountings and leads in the same positions as the 
original. These re-wound transformers must not only 
be exactly like the original in electrical and physical 
characteristics, but they must also be free of those 
defects that caused the original to fail. No re-wiring or 
drilling is necessary.” 

This is the opening paragraph of a circular letter sent 
to its dealers by the Northwest Radio Supply Co., of 
Portland, Ore. It contains the merchandising idea that 
enabled this reorganized radio parts distributor to stay 
out of the red and to increase its gross sales by about 
40 per cent during the last half of 1933. Perhaps that 
is putting it a little strong; it was not the only merchan- 
dising effort put forth, of course, but it was the essen- 
tially novel idea around which they worked their sales 
plans. 

T. B. Morgan and Edward Stocklen, two employees 
of the former Northwest Radio Co., took the concern 
over about the middle of last year, and incorporated it 
as the Northwest Radio Supply Co., to do an exclusive 
radio parts distributing business on a strictly wholesale 
basis. 

They knew that, at the outset, it was going to be a 
real battle to balance sales with overhead. They decided 
that the latter must be cut down and, much as they 
hated to do so, determined to get along for the time 
being without an outside sales force. A single man was 
kept on the outside, however, to cover the entire terri- 
tory and keep in touch, as best he could, with some 
500 dealers. 
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M D ID you know that we re-wind power trans- 


By HENRY W. YOUNG 


Since the dealers were buying from hand to mouth 
it was evident that some plan must be devised which 
would keep them sending in orders after the contact 
man had called; some central idea which could be 
pushed through the contact man and also through a 
steady barrage of direct mail. 

After careful consideration, a transformer re-winding 
department seemed to offer the solution. No one in the 
territory was giving such service, yet it was needed by 
the dealers whose customers were continually bringing 
in sets with burned-out transformers, speaker coils, etc. 
Ordinarily, to shop around among the distributors, who 
in turn must locate manufacturers and try to get the 
part, caused great delay. Frequently the part was an 
“orphan” and could not be obtained anywhere. And, if 
the part was finally secured, oftentimes the price was 
entirely out of reason. 

This problem was successfully solved by the new 
transformer department. The transformer, or other part, 
is re-wound and turned out as an exact duplicate of the 
original. When the dealer gets it back it fits exactly 
into the place where the old one was taken out, and per- 
forms its function perfectly. Complete transformers, 
and other wound parts, are also built to the dealer’s 
order. 

One man has been constantly employed on this re- 
winding and, at times, an extra man. The prices charged 
the dealer provide a fair profit for the distributor, and 
there is also a small income from the scrapped material. 
The main objective, however, is to give the dealer service 
which he cannot get elsewhere; service that will also 
bring in business on tubes and other items. 
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Should the Electrical Wholesaler 
andle Competing Lines? 


A manufacturer attempts to reconcile the wholesaler's claim of over- 
distribution with the manufacturer's claim of insufficient available 
distribution; also the wholesaler's need for greater margins with the 
manufacturer's desire for lower selling prices to the ultimate consumer 


By WILLIAM H. FRANK 


Vice-president, BullDog Electric Products Co. 
Detroit, Mich. 


S we emerge from the destructive chaos of the 
A depression era, we find ourselves faced with a 
number of apparently contradictory conditions. 
Wholesalers complain of over distribution; too many 
competitive wholesalers and too much selling through 
other channels. At the same time we find manufac- 
turers complaining of insufficient available distribution. 
Wholesalers claim to suffer from insufficient margins, 
while manufacturers are facing the problem of getting 
their goods to the consumer at the lowest possible cost. 
Any attempt to reconcile these conflicting claims must 
take into consideration the various functions which must 
be performed, if the manufacturers’ product is to reach 
the ultimate consumer; including sales and distribution. 
The selling function involves creating consumer ac- 
ceptance, establishing consumer contact, and extending 
price and product information. Distribution includes 
warehousing, delivery, credits and collections. To avoid 
duplication of effort and to obtain the lowest possible 
selling and distributing costs, these functions should be 
allocated between wholesaler and manufacturer in ac- 
cordance with their ability to perform each function 
most economically and efficiently. 

Consumer acceptance is generally best handled by the 
manufacturer through advertising and by field repre- 
sentatives who contact the general buying market and 
encourage the sale of the product. The reputation of 
the wholesaler who distributes his product also aids in 
creating consumer acceptance for the manufacturer. 

The function of supplying price and product infor- 
mation also belongs to the manufacturer to the extent 
that he must provide printed catalogs and other sales 
data. He also may train his wholesalers’ organizations 
in the giving of price and product information on his 
product. The wholesaler also plays a part in the per- 
formance of this function by distributing locally the 
manufacturer’s catalogs and sales data, and often 
through inclusion of this information in his own catalogs. 

In other words, the manufacturer should perform 
those functions which are peculiar to his product and 
which, through his intimate contact and knowledge of 
his product, he can most efficiently perform. The 
wholesaler, on the other hand, is better equipped to 
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handle the transmitting of this information to the con- 
sumer. He is more familiar with his customers and their 
requirements. Also, he can do this more economically 
because he has more items over which to spread the cost 
of consumer contact than has the manufacturer, were he 
to try to do it direct. 

The manufacturer can best perform his part of the 
functions of distribution by shipping direct to the whole- 
saler’s warehouse. He then extends credit only to his 
wholesalers, as compared with the broader field of his 
wholesaler’s customers and his own customers. Also, the 
wholesaler can warehouse more economically and effi- 
ciently than the manufacturer because of the wide range 
of products which he handles. 

The wholesaler is better equipped to deliver the manu- 
facturer’s products to the consumer and to finance the 
consumer because of the local nature of his operations. 

Thus the manufacturer can function most efficiently 
in the general distribution, delivery and financing of his 
product, and the wholesaler can best perform the local 
and specific warehousing, financing and delivering of the 
manufacturer’s products. 

Some manufacturers, depending upon the nature of 
their products, can efficiently utilize some of the whole- 
saler’s facilities to a greater degree than others. Con- 
trarily, the wholesaler’s relationship with his various 
supplying manufacturers involves different degrees of 
cooperation with these manufacturers. In the case of 
staple lines, his functions are largely those of ware- 
housing and delivering, while on specialty lines he is 
called upon to supply price and product information to 
a greater extent. 


HIS situation brings up three questions: ‘Can whole- 

salers function in different degrees for different manu- 
facturers?” “How many different manufacturers can a 
wholesaler efficiently cooperate with?” and “How many 
different wholesalers can a manufacturer efficiently co- 
operate with?” 

We must remember that in the final analysis it is the 
manufacturer’s responsibility to see that his goods are 
distributed and sold. It is of course obvious that the 
same functions must be performed in the distribution of 
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the goods whether the manufacturer performs them 
alone or in cooperation with the wholesaler. The more 
efficient the distribution system, the lower the cost of dis- 
tribution becomes, and the lower the cost of the distri- 
bution the lower the cost of the product to the consumer 
with, consequently, greater market possibilities for the 
product. Manufacturer, wholesaler and consumer, there- 
fore, will all be benefited by more efficient distribution. 

The first question might be re-stated: “Are the whole- 
saler’s facilities sufficiently flexible to be utilized in dif- 
ferent degrees by different manufacturers ?” 

If the wholesaler’s sales organization is capable of 
giving the highly technical type of information required 
in the sale of specialty goods, it is also capable of giving 
the much more simple information required in the sale 
of staple goods. If his warehouse facilities are great 
enough to be used for staple goods, they are of course 
ample for use in the case of specialty goods which, in 
some cases, are shipped direct by 
the factory. His delivery organi- 


Likewise the wholesaler cannot extend his financing 
facilities to two competitive manufacturers at the same 
time and do so efficiently. Also in dividing his efforts 
between the products of competitive manufacturers, he 
must divide his loyalty between them. This tends to 
create discordant relations and lack of harmony with 
consequent inefficiency. 


/44_gOW many different wholesalers can the manufac- 
turer efficiently cooperate with?” The manufac- 
turer can have as many wholesalers cooperating with him 
as are available, but as soon as he begins to have his 
competitor’s wholesalers attempting to cooperate with 
him, inefficiency creeps in. The competitor’s wholesaler 
cannot efficiently give price and product information to 
the consumer because he does not want his efforts to 
result in benefit to his competitor. Therefore he relies 
upon the manufacturer to do it for him. This means that 
the manufacturer must perform 

some of the direct consumer con- 











zation can deliver both staple 
and specialty goods. His ware- 
house facilities are available to 
both and his finances are such 
that he can buy either type of 
goods. If he is automatically 
compensated to the extent of the 
use of his facilities, we may con- 
clude that he can efficiently func- 
tion in different degrees for dif- 
ferent manufacturers. 

The question, ‘How many dif- 
ferent manufacturers can a 
wholesaler efficiently cooperate 
with?” may be answered in this 
way :— 

The wholesaler can handle as 
many different non-conflicting 


THE SITUATION TODAY 


Some manufacturers 
many distributors; other manu- 
facturers do not have enough. 


Some wholesalers are insufficiently 
performing functions for a number 
of competitive manufacturers. 


Other manufacturers are ineffi- 
ciently performing functions which 
the wholesaler could better and 
more efficiently perform for them. 


tact and the sales function at 
once becomes inefficient. 
Similarly the distributive func- 
tions tend to become inefficient 
because, ‘as brought out above, 
each of the manufacturer’s 
wholesalers will probably not 
warehouse as complete a stock 
as if his possibilities of sale were 
greater because he did not have 
competition on the line from 
other wholesalers. Consequently 
the manufacturer, in order to se- 
cure adequate local stocks, may 
be forced to himself maintain a 
stock in the territory. This, of 
course, he cannot do as eff- 
ciently as can the wholesaler. 


have too 








lines as his financing, warehous- 


Similar arguments can be used 





ing and other facilities enable 
him to. In other words he can 
handle as many lines as his capacity will permit. How- 
ever, while he can handle the products of competitive 
manufacturers, he cannot handle them as éfficiently as 
he can the products of non-competitive manufacturers. 

To prove this point, if a wholesaler handles two pro- 
ducts that are competitive, how can he induce the buyer 
to favor the purchase of one product over the other? 
If he is going to be impartial to two manufacturers, 
how can he do an efficient selling job for either of them? 
The situation is as ridiculous as if one salesman repre- 
sented two competitive manufacturers. 

If the wholesaler tries to sell more than one com- 
petitive make of product it means that the manufacturer, 
in order to sell his goods, must do more field work and 
create more general consumer acceptance in order to 
get preference over the other lines handled by the 
wholesaler. _ 

While the wholesaler can distribute as many non- 
competitive manufacturers’ products as his facilities per- 
mit, as soon as he tries to distribute competitive manu- 
facturers’ products, inefficiency begins. One has only to 
consider the duplication of inventories and warehouse 
space to realize that he cannot handle competitive manu- 
facturers’ lines without unnecessary cost. 
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for the financing and other func- 
tions. In any event we can real- 
ize the duplication of efforts and the inefficiency which 
results when these functions are not properly allocated. 

This is the condition existing today. Some manufac- 
turers have too many distributors, other manufacturers 
do not have enough. Some wholesalers are inefficiently 
performing functions for a number of competitive 
manufacturers. Other manufacturers are inefficiently 
performing functions which the wholesaler could better 
and more efficiently perform for him. 

This inefficiency creeps into the cost of distribution 
and, in order to hold the cost of distribution to the 
consumer down, the manufacturer is forced to pay the 
wholesaler less than his services could command if 
efficiently used. The wholesaler then makes strenuous 
efforts to secure large differentials from the manufac- 
turer but it must be remembered that in the final anal- 
ysis the consumer pays this differential. The machine is 
all out of balance. We have duplication of effort and 
inefficient functioning of the various parts. 

The sooner each manufacturer and each wholesaler 
tries to work out his own individual problems by anal- 
yzing the fundamental elements of sales and distribu- 
tion, the sooner will this situation right itself and the 
distribution machine begin to perform efficiently. 
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Salesmen's balcony and part of major appliance display The city sales counter has its own side entrance 


Modern One-Story W arehouse 


of the 


Brown Supply Co., St. Louis, Mo. 


Fi entrances on three sides, this single story warehouse has been carefully laid 
out for economical handling of merchandise and prompt service to customers. 
At the left of the front entrance is the major appliance display. At the right is the 
office and just beyond, a display room for small appliances. 

Salesmen's desks are located on a balcony which affords a clear view of the front 
entrance on one side and of the city sales counter on the other. Here the salesmen 
are readily accessible, yet free from office confusion. 

The entire package stock of the house is located just behind the exceptionally long 
city sales counter with aisles running through to the shipping department. Thus the 
same stock is available for both the counter trade and regular shipments. 


Specially designed racks are used for standard package stock. Shelves have channel 
iron supports which can be readily extended, shortened or removed. 

Three loading and unloading doors at the rear of the building avoid congestion in 
the receiving and shipping department. 

One entire end of the warehouse is given over to stocks of refrigerators, radios and 
washing machines. 








Standard package racks have demountable iron supports Conduit and shipping aisle alongside rear entrances 
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me every day. Each one feels that 

he would like to have me sit down 
with him for an hour or so and see 
his line. I can’t do this of course, but 
being a salesman myself, I want to 
treat other salesmen with courtesy. If 
I refuse to hear a salesman’s proposi- 
tion I am unfair both to him and my- 
self. 

He may have items that are an im- 
provement over anything previously offered on the mar- 
ket. He may have prices enabling me to make a greater 
profit. To be successful I must consider buying as 
equally important with selling. Therefore, whenever 
possible I see samples and hear briefly the proposition. 
If I am interested I will discuss the matter at length. 

Now a salesman calls on me. I come from the rear of 
my store to see him. He has such and such a line to show 
me. I express regret that I am unable to see the line 
just at the moment. If he will call back later— 

Right here the type of salesman I don’t do business 
with goes into action. He slams his samples down on my 
glass show case and says “Now this will only take a 
minute.” He speaks firmly, as a doctor with a patient 
strapped to the operating table. There is no other alter- 
native. I must see his line, not later, but right now. 

I’ll admit that he may have met weak minded prospects 
who instinctively protest against seeing goods. Some of 
them may have to be pushed over by forceful methods. 
This does not mean, however, that this one plan will 
work in every case. 

It is 10:30 in the morning for example. When this 
aggressive chap called I left a salesman in the back room 
to come forward and suggest a later visit. At 11 o’clock 
I have an appointment with a woman who wants me to 
estimate a lighting job for her. Other appointments will 
keep me busy till late afternoon. 

This salesman doesn’t know about these things and 
obviously wouldn’t care if he did. I must forget about 
my interview with the other salesman and the appoint- 
ment with the customer. Only one thing matters—that I 
spend a minute (half an hour) to see his line. 

The fellow is well dressed, a convincing talker and 
probably came to his present boss with a string of rec- 
ommendations a yard long. He may be polite, to the 
extent that he will remove his hat in the presence of 
ladies and say “Sir,” but at heart he is utterly selfish. His 
employer may have no inkling of his attitude toward the 
trade, but I am tempted to believe that he is coached not 
to take “no” for an answer. 


F mee eight to ten salesmen call on 


“snipe I did drop everything to look at his line. My 
eyes would be focused on the goods, but my thoughts 
would be on the salesman who was waiting patiently for 
me in the back room, or on my appointment with the 
prospect. 

Had this salesman played along with me he could have 
made a late afternoon appointment, at which time I 
would have given my full attention to his line. But that 
would be extra work. 

The salesmen who do get business from me regularly 
are not staggered by the thought of a little additional 
effort to get my business. If necessary they will drop in 
after dinner to see me. They call at any time when I am 
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Salesmen | Buy From 


This electrical dealer confines his buying to a few whole- 
salers, selected because of the salesmen they employ 


By EDWARD NYBERG 


Nyberg Electric Co. 
Chicago 


free to hear all they have to say about items they are 
featuring. 

I happen to be located in a thickly populated area 
where there are drug stores, department stores, and so 
forth, selling a limited stock of low priced, fast turnover 
electrical items. These places do not carry anything like 
a complete stock of electrical goods. 


OMEONE wants a special replacement part foracigar 
lighter. Sooner or later they come here for it as the 

drug store cannot supply them. Perhaps I don’t have it 
in stock but I place it on order. My wholesaler’s salesman 
will go to a great deal of pains to supply me with that 
part, even though the sale represents only a very small 
profit. In appreciation for his service I save or telephone 
him an order for a considerable volume of standard elec- 
trical items. 

Indirectly my wholesaler’s salesman builds sales vol- 
ume for the larger items through his pains in the small 
things. The customer is grateful to me for the effort I 
have made and we become better acquainted. Previously 
he has avoided my place because he suffered from the 
very popular notion that the electrical dealer is high 
priced. 

Then the idea percolates through his mind _ that, 
although my prices are not comparable with those of the 
department and drug store, the goods offered are of a 
far more satisfactory quality. He sees that he is dealing 
with a man who can repair the goods he sells, and will do 
so free of charge, if the goods fail to give reasonable 
service. This leads to the sale of the larger appliances 
with resulting benefit both to myself and the wholesaler’s 
salesman. 

Not long ago we had a case which illustrates this point. 
A woman needed a hard to find electrical part selling at 
a dollar. We located it for her. While she was in the 
store her attention was called to refrigerators. After a 
demonstration she became very enthusiastic. It seemed 
that she lived in a furnished apartment not equipped with 
electrical refrigeration, though the landlord had promised 
this. With her help we sold the landlord on our make of 
refrigerators throughout the building. So, in this and 
numerous other cases, big sales are developed through 
painstaking attention to the little things. 

Now you see what kind of a wholesaler we want. It 
will be one whose salesman will help us in those little 
business building matters. It will be one who sincerely 
believes that if he looks out for our interests his own will 
take care of themselves. 
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Men You Should Know 


FRANCIS E. STERN 


President, Stern and Co., 
Hartford, Conn. 


Stern moved with his _pa- 

rents to Llewellyn Park, West 
Orange, N. J., while still a young- 
ster. A few years later, upon the 
death of his father, Francis accom- 
panied his mother to Switzerland 
where he attended private schools 
for about five vears. Next we find 
him in Munich, Germany, as a stu- 
dent in the Technische Hoch Schule 
where he specialized in chemistry and 
physics. Returning to the United 
States, young Stern entered the 
Massachusetts Institute of Technol- 
ogy, graduating from its course in 
electrical engineering in 1914. 

Upon leaving “Tech,” he rejoined 
his mother in Europe with the idea 
of permanently locating in Paris. 
While on a vacation in the Black 
Forest of southern Germany, engag- 
ing in his favorite pastime of trout 
fishing, the World War broke out. 
As soon as Stern was able to get 
out of the Black Forest he went to 
Munich and one month later was 
able to get into Holland, going from 
there into England. He remained 
in London until the early fall of 714 
when he again returned to America, 
married, and settled down in Rye, N. 
Y., where he was connected with the 
Equitable Life Insurance Co. as a 
technical research engineer. 

When the United States entered 
the World War, Stern joined the 
Army and was assigned to the ma- 


Bis: in New York City, Francis 


chine gun school at Springfield, 
Mass., as an instructor. He was 


soon sent to France where he was 
connected with GHQ as a small arms 
ballistic expert. In this capacity 
Stern did engineering development 
work on small arms, fire control, and 
machine guns. After the Armistice 
he was sent to Germany where he 
prepared a technical report on small 
arms manufacturing developments 
in Germany. 

Returning to civilian life, Francis 
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® Engineer and 


his wife’s 
New Eng- 
purchasing a 
home in Hartford, 
Conn. As he had been 
intensely interested in 
radio as an amateur, 
he decided to start a 
combination sporting 
goods and radio retail 
store. This _ business 
venture soon extended 
to include the manufac- 
ture of radio products, 
including condensers, 
dials and knock-down 
sets using the Rein- 
hartz circuit. Stern was 
the first dealer to bring Colin B. 
Kennedy sets, manufactured on the 
Pacific Coast, to the eastern part of 
the United States. In taking on this 
line he established other dealers and 
soon developed into a wholesaler. 
He is now distributor for Zenith. 
Stern and Co. was one of the few 
electrical specialty distributors to fin- 
ish the year 1933 in the black, al- 
though by only a small amount— 
the result of “sweating blood and 
cutting corners.” One of the factors 
contributing to an increased volume 
after two previous years of red fig- 
ures was the elimination of all acces- 
sories and all division of effort. 
During 1933 sales activities were 
concentrated on four major items. 
These, in the order of their volume, 
were refrigerators, home laundry 
equipment, radio and electric ranges. 


settled in 
native 
land, 


TERN has found that the selling 

cost of electric ranges is excessive- 
ly high. This condition, together with 
the constantly lower volume of radio 
sales, and the trend toward lower 
unit prices on the part of washing 
machine manufacturers, has made 
necessary the addition of a line of- 
fering substantial sales units. Hence, 
the distribution of ABC oil burners 


Merchandiser 


Applying the analytical mind of an 
engineer to the problems of the elec- 
trical specialty distributor, Mr. Stern 
has cut out all unnecessary frills, elimi- 
nated large dealer "pep" meetings, 
concentrated on five major lines and 
developed unusually close relations be- 
tween his own salesmen and each of 
their dealers 


was taken on in March of this year. 

Oil burners, according to Mr. 
Stern, require the same type of sell- 
ing and the same type of salesmen 
as do refrigerators. Many customers 
of the refrigerator dealer are pros- 
pects for oil burners. The dealer 
has built up confidence and a repu- 
tation for service which are espe- 
cially helpful in selling oil burners 
because the prospect knows that his 
health and comfort, during the winter 
months, depends upon the type of 
service which he receives on his 
burner. 


PERATING of necessity with a 

reduced personnel during the 
past year, Stern has eliminated al! the 
frills from his advertising and sales 
promotion department. He has even 
been his own ad writer. From this 
close contact with the promotional 
phase of his business he believes that 
the first thing a (Turn to page 34) 
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*Francis E. Stern 
President, Stern and Co., Hartford, Conn. 
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Admiral 
Georae Dewey 


Born December 26, 1837 
Died January 16, 1917 


On May 1, 1898, George Dewey 
added his name to the list of 
men who have made American 
history. As commander of the 
United States Asiatic Naval 
Station he destroyed the en- 
tire Spanish fleet in Manila 
Bay without any loss on his 
part. On his return to the 
United States he was made 
“Admiral of the Navy,’’ the 
only man who ever held that 
title, Farragut and Porter 
having been “Admirals” 
but not “Admirals of the 
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SWITCHES 


The Colt-Noark line of Safety and Meter Switches has 
captured the favor of electrical men because of its depend- 
ability and salability. The Colt-Noark line is daily making 
sales history in the electrical field because Colt’s has 
always devoted itself to the manufacture of quality prod- 
ucts that SELL. 

Remember this—the Colt-Noark line is complete. 

There is a switch for every need from meter service 

to motor starting. 


Wholesalers intent upon making sales history with a history- 
making line should write for information TODAY. 


PATENT FIRE ARMS MFG. CO. 


Pioneers of Protection Since 1836 


ELECTRICAL DIVISION HARTFORD, CONN. 


Chicago New York Philadelphia 


Pacific Coast Representative: H. B. SQUIRES CO. — SAN FRANCISCO, LOS ANGELES, SEATTLE 








Trends in Distribution 


Digests of selected articles appearing in recent issues of business and 
trade publications which reflect distribution trends in various fields 








Lighter Catalogs for 
Wholesale Salesmen 


The Motor and Equipment Manu- 
facturers’ Association gives its mem- 
bership 12 points to consider in the 
preparation of their wholesaler catalog 
insert pages: 


1. Use a thin paper stock. 

2. Have a left-side binding margin 
not less than 2% inches wide. 

3. See that every sheet issued, bears 
a date. 

4. Also the manufacturers’ name. 

5. Use the size sheet generally ac- 
cepted as standard: 8% inches wide 
by 105% inches deep. 

6. Use left side punching accepted as 
standard. 

7. Consider the use of numeral price 
lists. 

8. See that all prices are clearly 
shown. 

9. Consider 
dealer costs. 

10. State whether or not tax is ab- 
sorbed. 


the use of published 


see that your 
Don’t crowd 


11. Typographically, 
sheets are easily read. 
type. 

12. Also, see that copy really explains 
what you intend should be readily un- 
derstood by wholesalers and their sales- 
men.—From Jobber Topics for March. 
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Private Business and Public 
Service 


If we create in this country only a 
vast number of competing organiza- 
tions of private interest, neither re- 
strained in their individual aggression, 
nor coordinated into a national service 
by public authority, we shall have only 
exchanged the anarchy of lawless in- 
dividuals for the anarchy of lawless 
corporations. 

The industries of the United States 
are being organized for self-govern- 
ment. They are being given the op- 
portunities of self-government. But if 
they are impatient of necessary public 
restraint, if they are intolerant of nec- 








Room for 20,000 Bottles: Part of the underground wine cellar of the Hote? 


Park Central in New York where the wine is cooled by Frigidaire. 


Correct 


placing of bottles in storage and maintenance of proper temperatures play an 
important part in the serving of wines, liqueurs and spirits, according to leading 
experts. Spirits and liqueurs should be kept standing upright; wines should be 
kept on their side. Champagne and other white wines should be placed in the 
lowest bins, red wines in the next, ports and sherries higher still and the spirits 
and liqueurs on the top bins. This is because the temperature is higher near the 


ceiling. 
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essary public supervision, if they do not 
recognize that in the end all the self- 
governing bodies within a nation must 
play their part in, and must submit to, 
the self-government of the nation it- 
self, then they will not accept the full 
measure of their responsibilities and 
they will not be able to realize the great 
possibilities either of self-service or of 
public service that are now before them. 
—From an address by Donatp RIcH- 
BERG, general counsel, NRA, before the 
General Conference of Code Authori- 
ties, Washington, D. C., March 5. 


v 
Real Distributors and So-Called 
Distributors 


There are distributors who are to- 
tally incapable of performing a com- 
plete selling function for the manufac- 
turer, but who insist upon the daily as- 
sistance of a factory representative; in 
fact require his handling of all im- 
portant inquiries. Opposed to that are 
distributors who have staffed their or- 
ganizations with men wholly competent 
to represent the manufacturer fully on 
the selling function. 

There are distributors who refuse to 
cooperate with the manufacturer in the 
advertising of his products and there 
are those who are willing to assume 
their share in this respect. 

In my opinion, any attempt to put 
all distributors in the same category, 
whether by trade definition in the code 
or otherwise, is economically unsound. 

It has been the custom of most manu- 
facturers in the past to compensate the 
distributor who could completely rep- 
resent him on a different basis than 
the so-called distributor who made it 
necessary for the manufacturer to per- 
form most of the merchandising func- 
tions. 

I do not think the day will come 
when, by enactment or otherwise, trade 
groups can legislate out of existence 
mail-order houses, chain stores or any 
efficient media of distribution for, while 
the National Recovery Act rightfully 
provides against the oppression of small 
business, it cannot be so applied as to 
make large and more efficient business 
pay for an inefficiency which may be 
the result of smallness itself. Carrying 
this reasoning but one step farther, a 
distributor who purchased from the fac- 
tory in expense-saving quantities should 
not be made to shoulder part of the ex- 
pense of the distributor who creates 
expense for manufacturers by buying in 
quantities of his own determination and 
by creating the need for manufacturers’ 
stocks.—J. F. STEPHENS, manager in- 
dustrial dept., Gustin-Bacon Mfg. Co., 
Kansas City, Mo., in Mill Supplies for 
April. 
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We Believe That— 


The Electrical Wholesaler Can Best 
Contribute to National Recovery 
Through 


Creative Selling 
Capable Management 
Coordinated Industry Effort 











Unapproved 
Appliances 


VERY few weeks we learn of a case where an 

electrical appliance of inferior quality, purchased 

in a chain store, has been the cause of personal injury. 

The latest incident is reported to us by an eastern 
wholesaler who writes: 

“Some of the retail chain stores, as you know, mer- 

chandise electrical appliances of very inferior quality. 
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These appliances are frequently a real fire hazard. 
Generally, they have an approved cord and an ap- 
proved switch so that the buyer is led to believe that 
the appliance itself is approved by the Underwriters’ 
Laboratories. 

“We had one case here last week where an electric 
heating pad was purchased from one of the local chain 
stores, and was used on a sick child. After a short 
time, the parents smelled smoke, rushed into the bed- 
room, and found the heating pad on fire. Luckily, 
the child had on two seaters and the fire had only gone 
through the first one, but a few minutes more and the 
youngster would have been burned to death. 

“This heating pad had an approved switch and an 
approved cord. The people who purchased it thought 
that they were buying ‘an approved appliance. 

“Unfortunately, in buying these devices people do 
not realize the real danger that they run when they 
use them. We are working out a local ordinance 
which we hope to get through that will prevent the sale 
of any appliance that is not approved by the Under- 
writers’ Laboratories. It would be a fine thing if an 
ordinance of this kind could be enforced all over the 
country.” 

The public needs to be protected from the hazards 
of unapproved appliances and the reputable wholesaler, 
selling quality lines through independent retail outlets, 
needs protection from this kind of chain store competi- 
tion. A local ordinance prohibiting the sale of unap- 
proved appliances would go far towards providing such 
protection. By working for the passage of such ordi- 
nances, electrical wholesalers can render a distinct serv- 
ice to their communities as well as to their dealers and 
themselves. 


Over 
Distribution 


HEN wholesalers claim that too many of their 

competitors are handling the same manufacturers’ 
lines and when, at the same time, manufacturers com- 
plain that there are not enough wholesale outlets to 
give them distribution, something must be wrong some- 
where. 

Which group is to blame—manufacturers or whoie- 
salers—or are they both responsible for the over-distri- 
bution which unquestionably exists today throughout 
the electrical supply industry? 

Mr. Frank’s article “Should. Wholesalers Handle 


ELECTRICAL WHOLESALING 











Competing Lines?” sets forth the views of a manufac- 
turer who has given much thought to this problem. 
Distribution, he maintains, is a matter of functions. 


It is not a question of how many outlets, but rather 


of how each outlet functions. 

It is generally conceded that the wholesaler who car- 
ries two or three parallel lines cannot function as well 
as if he handled no competing lines. When he does 
handle competing lines his suppliers are encouraged to 
appoint additional distributive outlets from among his 
competitors. 

On the other hand, there are some manufacturers 
who apparently consider that distribution involves 
quantity of outlets rather than quality of outlets. This 
is indicated by a survey of the principal manufacturers’ 
lines handled by individual wholesalers, recently made 
by ELEcTRICAL WHOLESALING. 

In the following table each letter indicates a single 
commodity. The numbers under each letter are the 
number of wholesalers handling the lines of five manu- 
facturers of that commodity. For example, of five 
maufacturers of commodity “A,” one has 249 distribu- 
tors, another 92 and another 80, while the remaining 
two each have 60 distributors. 


A B C D E 

249 182 127 172 372 
92 134 68 102 97 
80 94 58 59 91 
60 70 39 57 76 
60 42 38 49 71 


Is it not possible that the manufacturer with well 
over a hundred distributors has placed his wholesalers 
in a position where they are competing with each other 
to the extent that they have lost heart and are not doing 
the best selling job which they are capable of doing 
for him? 

Is it not also possible, when a manufacturer claims 
he cannot find enough wholesalers, that some of his 
competitors have more than their share of wholesale 
outlets? Doesn’t this force the manufacturer who 
seeks distribution to either stay out of that market or 
else do one of three things: (1) attempt to create a 
new wholesale outlet by appointing a large user or a 
financially irresponsible would-be wholesaler as his dis- 
tributor, (2) persuade one or more existing whole- 
salers to take on his line in addition to a competing 
line already handled, or (3) to by-pass the wholesaler 
and sell direct? 

The Executive Committee of the Mohawk Valley 
Club, at a recent meeting held in Syracuse, recom- 
mended that its member wholesalers in each city, as 


far as possible, each handle a different manufacturer’s 
line in order to provide as many manufacturers as pos- 
sible with legitimate wholesale outlets,in each city. It 
also recommended that manufacturers limit their dis- 
tribution so that wholesale outlets will be available to 
competitors who, otherwise, would be compelled to sell 
direct with consequent disruption of the local market. 

The existing situation is certainly serious. It de- 
serves careful study. We invite both wholesalers and 
manufacturers to contribute their views to a further 
discussion of this bogy of over-distribution. 


+ 
Code 


Chiselers 


FOR reasons beyond their control, electrical whole- 
salers are still waiting for NRA to act on their Sup- 
plemental Code. An amendment is pending to the 
Code for the Electrical Maufacturing Industry which 
would authorize manufacturers to execute contracts 
with their wholesalers. The Code submitted by 
NEWA provides a reciprocal clause and, because of 
these interlocking provisions, approval of the NEWA 
Code must wait upon action on the proposed revisions 
to the NEMA Code. It is possible, however, that the 
Executive Committee of NEWA will decide to revise 
their Code along the lines followed by the proposed 
Hardware Code in an effort to secure its immediate 
approval by NRA. 

Meanwhile we hear many complaints that electrical 
wholesalers, being without a Code, are consequently 
without a Code Authority, that there are frequent vio- 
lations of the Trade Practice provisions of the General 
Wholesaling Code, and that nothing can be done about 
them. 

Apparently there are some wholesalers who believe 
they can disregard the General Wholesaling Code until 
such time as a Divisional Code Authority is set up for 
their own trade and the local Industry Commissions, 
planned by NEWA, start to function. 

As a matter of fact, any wholesaler who is not liv- 
ing up to the “protection to retailers” and other clauses 
of the General Wholesaling Code is in serious danger 
of a visit from the Federal authorities. Sooner or 
later, a competitor is going to “get the goods” on him. 
When he does, all he has to do is go to the nearest 
Post Office for a complaint form, fill it out, send it to 
the State Compliance Director of NRA and Mr. Code 
Chiseler will soon find himself face to face with Uncle 
Sam’s investigators. 
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RMA Names Committees to 
Work with Wholesalers 


During consideration of the various 
NRA code matters by the directors of 
RMA at their meeting April 18 at 
Chicago, the new supplemental code for 
radio wholesalers was outlined by an 
RWA committee composed of Ben 
Gross and David Trilling of New York, 
and H. G. Erstrom, Chicago. 

To effect coordinated action on NRA 
code matters and future policies, a spe- 
cial RMA committee, including W. S. 
Symington, New York, A. T. Murray, 
Springfield, and James M. Skinner, 
Philadelphia, were appointed to co- 
operate with the Trade Practice Com- 
mittee of RWA. 

Powel Crosley, Cincinnati, A. At- 
water Kent, Philadelphia and E. T. 
Cunningham, New York, were appoint- 
ed to another special RMA committee 
to confer with the wholesalers on na- 
tional trade promotion. 


v 


Electrical Golf Club of Chicago 
to Hold Tournament on May 22 


The Electrical Golf Club will open 
the season with its first tournament at 
the Cog-Hill Golf & County Club, 119th 
St. and Archer Ave., Chicago, on Tues- 
day, May 22. All members of the 
electrical industry in the Chicago area 
are invited. 

The officers and committee chairmen 
for the 1934 season are: E. E. Lea- 
sure, Monroe Electric Co., chairman; 
R. De Lano, Westinghouse Electric 


Supply Co., vice-chairman; J. W. Col- 
lins, Electrical Contractors Associa- 
tion, secretary; F. E. Glassman, J. P. 
Simons Co., treasurer; J. S. Jacobson, 
prizes; George E. Mason, Colt’s Pat- 
ent Fire Arms Co., arrangements, 
and Joseph Kopp, General Cable Co., 
handicaps. 
Vv 


All Industry Conference Held in 
Minneapolis 

Sponsored by the Minnesota Elec- 
trical Council, the North Central Elec- 
trical Wholesalers Association, manu- 
facturers’ representatives and _ utilities, 
an all Electrical Industry Conference 
was held at the West Hotel, Minne- 
apolis, April 13 and 14. 

The program was built for round ta- 
ble discussion. The first day was de- 
voted to utility problems. The second 
day was given over to the theme “Busi- 
ness Development,” with W. E. Steph- 
enson, secretary of the North Central 
Electrical Wholesalers Association, oc- 
cupying the chair at the morning ses- 
sion and Dave Ford, president of the 
Association, presiding over the lunch- 
eon. 

Vv 


RMA to Observe Tenth Anni- 
versary at Chicago Convention 


Celebration of the Tenth Anniversary 
of the Radio Manufacturers Associa- 
tion will be observed at Chicago in 
June with a national meeting of the 
radio industry. Annual conventions of 








Plenty of Kibitzers: The Electrical Associates Club of New York City is a Tuesday 
night headquarters for many of its members and the favorite pastime is decorating 
the mahogany and practicing a lot of bluffing without knowing what the other 
fellow has in his hand. In this group we have among the players, innocent-looking 
Nat Gertler; Irwin Robinson; Bill Shrope; Frank Andrews; Bill Treadwell, presi- 
dent of the club; J. Loeffler: Jules Dreyfuss and Jerome Herz. The standing kibitz- 
ers from left to right are: Fred Rall, Frank Burke, Herman Linter, Harry Elman, 
Jim Hughes, Sol Short, Dave Fish, Gardner Fordon and J. Capitain. 





both the RMA and RWA, bringing to- 
gether all members of both associa- 
tions, will be held June 12 and 13. 

Stimulation and promotion of radio 
business will be the keynote of the 
meetings. No radio, phonograph, re- 
frigerators or other household goods 
or musical merchandise will be permit- 
ted in either the Stevens or Blackstone 
Hotels during the industry gatherings. 
A feature of the celebration of the 
founding 10 years ago of the RMA will 
be a “President’s Dinner,” tendered by 
President Fred D. Williams of the 
RMA to all past presidents and direc- 
tors and officers of the Association who 
have served on its Board during the 
past 10 years. 

The annual RMA banquet will be 
held Wednesday evening, June 13, in 
the Grand Ball Room of the Stevens 
Hotel. Paul B. Klugh of Chicago, ap- 
pointed chairman of the Convention 
Arrangements Committee, will be the 
toastmaster, and an outstanding pro- 
gram of radio features and entertain- 
ment is being arranged. The industry 
meeting will conclude on June 14 with 
a radio golf tournament at the Calumet 
Country Club. 


v 


Chicago Radio Show Postponed 


Decision to defer promotion of a 
public radio show in Chicago until 
1935 because of continuance of the Cen- 
tury of Progress Exposition this year, 
has been announced by RMA. While 
plans had been made to conduct a pub- 
lic show in Chicago next fall, it has 
developed that industrial shows in Chi- 
cago are not successful while the Cen- 
tury of Progress Exposition is being 
held. The Exposition will not close 
until November 1 and the directors of 
RMA felt that a public show during 
November would be too late. Therefore, 
it decided to defer the proposed Chi- 
cago public show until the fall of 1935. 


v 


Credit Men Select Los Angeles 
for Annual Convention 


The 39th annual convention of the 
National Association of Credit Men 
will be held at the Hotel Biltmore, Los 
Angeles, Calif., during the week of 
June 11. An attendance of 15,000 
wholesale, manufacturing and banking 
credit executives is expected. 

The Credit Congress of Industry, 
which has been a successful convention 
feature for the past three years, will 
again be held. This Congress brings 
together credit executives of about 35 
industries, including electrical and 
radio, for the consideration of credit 
problems in the individual industries. 
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P&S-DESPARD SWITCH 


@ When comparing old type porcelain cup 
switches with today's improved P&S 
Despard switch—the change is so 
marked that they seem to bear no re- 
lationship to one another. 


@ Its compact all bakelite body 
@ its improved arc-snuffing mech- 
anism @ its ability to handle 
"Type C" lamp loads and its 
flexible application—all con- 
tribute much toward the 
modern switch efficiency so 
necessary in today's wir- 

ing plans. 










Cat. No. 1311 


PHANTOM VIEW 
ACTUAL SIZE 
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Cat. No. 1555 
ACTUAL SIZE 
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3 LIGHT LAMPS 


@ that is compact in design—easy to wire and embodies 
the same basic features that have made the trade mark 
P&S famous the world over for porcelain sockets. 


@ Same length—same diameter as the regular P&S 


@ two spring center contacts assure de- 


pendable operation. 


@ Available in three types—with 3 inch cap—with '/ 
inch cap and porcelain body only. Write for descriptive 


SS & SEYMOUR, Inc. 
Syracuse, N. Y. 
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Mohawk Valley Club Plans New 
Activities 

At a recent meeting of the Executive 
Committee of the Mohawk Valley 
Club, A. M. Little, president, suggested 
to the various committee chairmen cer- 
tain activities that might be profitably 
undertaken during the current year. 

Recommendations referred to the 
Manufacturers Relations Committee for 
action included: 

“On wiring devices price schedules 
should be based on quantity instead of 
the dollar volume. 

“So far as possible representation be 
given in each city to as many standard 
manufacturers of main lines as there are. 
wholesalers, thus eliminating to that ex- 
tent direct solicitation of business by 
manufacturers not represented. 

“We can discontinue giving business 
to manufacturers’ agents or to manu- 
facturers who accept business direct, 
in other words, who do not have an ex- 
clusive wholesaler policy. 

“We can stress the wholesalers’ be- 
lief that on lines with three steps of 
prices they should show minimum 
profits based on selling prices of 20, 
33 1/3 and 50 per cent, respectively. 

“Major small appliances do not show 
enough profit for wholesalers, particu- 
larly on campaigns. 

“Cost to wholesalers should be as low 
as prices quoted on corresponding items 
and lines to any other classification of 
buyers, meaning particularly national 
retailing chains. 

“Orders from a distributor to a man- 
ufacturer that include one standard 
package, should carry the standard 
package cost on all items on the order. 

“Manufacturers priees should pro- 
vide a minimum profit of 10 per cent 
on direct shipments. 

“Manufacturers filing printed price 
sheets, such as covering lamp cords, 
wires, etc., should specify thereon some 
minimum quantity and should refuse to 
accept orders for lesser quantities, thus 
leaving the way open for the distribu- 
tors to be protected on such orders and 
giving the necessary margin of profit to 
cover the cost of handling them, and 
the service rendered. 

“Manufacturers with wholesale pol- 
icy should not extend such wholesale 


prices to the electrical contracting 
trade.” 
CENTRAL STATIONS RELATIONS 


CoMMITTEE 

“No merchandising activity should 
be started by them without first contact- 
ing our group. 

“The making of special deals with 
manufacturer covering some one item 
should be absolutely discouraged. 

“Activities that entail rental or con- 
signments should be discouraged. 





A Heater Conference: Graybar activi- 
ties in Portland, Ore., are under the 
management of S. G. Ward, shown at 
the right in this picture. Next to him is 
C. Walter Larne, sales engineer of Wes- 
six, Inc., San Francisco, and on the other 
end, Thos. J. Mellon, sales manager of 


North Wessix Electric Co., Seattle. 
Wessix automatic air and water heaters 
were the subject of the conference from 
which these men were induced to “step 
outside.” 





“Merchandising financing plans on 
major appliances should be encouraged. 
They should be simple and without re- 
course, in other words, neither the 
wholesaler nor the dealer should be a 
party to the transaction.” 

MERCHANDISE COMMITTEE 

“There was a discussion of the Buf- 
falo plan of quoting 15 per cent on 
major appliances as a courtesy discount 
on orders from officials of industrials, 
through their purchasing department. 
Such transactions to be cleared through 
a dealer, or the dealer receiving credit 
thereon.” 

In discussing the advisability of af- 
filiating with the new National Council 
of Electrical Wholesalers, Mr. Little 
stated, “It must be understood that in 
the NEWA our industry is supposed 
to have a central clearing house or 
parent body, that that organization rep- 
resents the industry in connection with 
NRA activities and that our own or- 
ganization has planned to clear its ac- 
tivities through NEWA.” 

The next general meeting of the club 
was tentatively set for May 16 and 17. 
v 
Fall Program Planned for "Better 
Light—Better Sight" 

At the E. E. I. sales conference held 
at the Edgewater Beach Hotel in Chi- 
cago recently, Merrill E. Skinner, 
chairman of the Better Light-Better 
Sight Committee presented an impres- 
sive summary of the accomplishments 
of the activity to date. 

“The Better Light-Better Sight pro- 
gram has been a ‘natural,’ ” he reported. 

“We attribute what success the pro- 
gram has had to the fact that the ob- 
jective was a most timely one, that the 
idea was simple, and that the program 
was flexible enough to permit local 
companies to fit it into their existing 
programs. 





“The Better Light-Better Sight Com- 
mittee is now working on a program of 
activity which will be inaugurated early 
in the Fall and which will provide the 
industry with another inspiring pro- 
gram about which they can build their 
local lighting activities.” 


v 


Cincinnati Electrical Show Stimu- 
lates Refrigerator Sales 

Unprecedented sales of electric re- 
frigerators have developed in Cincin- 
nati as a result of the second annual 
Electrical Progress Exposition held 
from March 31 to April 5. So great has 
been the demand that practically every 
wholesaler and retailer is reported be- 
hind in filling orders. The show, to 
which admission was free, established 
a new high for coordinated merchan- 
dising exploitation by manufacturers 
and wholesale distributors of the re- 
frigeration group of the Cincinnati 
Electric Club. 

v 


Electrical Credit Association 
Moves Chicago Office 


The Electrical Credit Association, 
Central Division, moved its office to 
the 20 North Wacker Drive building 
on May 1. The Association has much 
larger quarters in this modern build- 
ing, with their entrance at room 530. 
As has always been the custom, the Na- 
tional Electrical Credit Association of- 
fice will move with the Central Di- 
vision. 

The Electrical Credit Association 
entered the Marquette building in 
1896, and has maintained its offices 
there continuously for 38 years, so 
that a change in the address is quite an 
event. The ’phone number, State 9692, 
will remain the same. 

Benjamin P. George, secretary of 
the Central Division, Arthur F. Hearl, 
secretary of the National Association 
and the entire staff, extend a warm wel- 
come to their members and friends to 
visit them in their new quarters. 


v 
18,000,000 Radio Homes in U. S. 


A study of the distribution of new 
radio sets just released by Columbia 
Broadcasting System in conjunction 
with the McGraw-Hill Publishing Co., 
shows 3,806,000 sets sold in 1933—a 
gain of 45 per cent over 1932. 

The total number of radio homes in 
the United States is now 18,000,000 or 
60 per cent of all the homes in the 
country. Over a million new homes 
were added to the radio audience in 
1933, and almost 2,000,000 new sets 
were bought by radio owners last year 
to replace their old ones, according to 
the report. 
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Worthy of their Pedi gree 


For almost forty years C-H engineers have met 
the electrical problems of all Industry. Their work 
has made the C-H trademark famous all over 
the world . . . the mark of outstanding quality 
in Motor Control. 

Of such experience, quite naturally, was born 
a superior line of Safety Switches ... marked by 
the famous C-H insignia. A complete line of 
standard, weatherproof and explosion - proof 
switches—each built to the needs of its service 
—built to the needs of electrical people—built 
to the standard expected of Cutler-Hammer engi- 
neers. Easy to sell, easy to install, dependable and 
economical to use. Complete stocks are carried by 
responsible independent wholesalers. CUTLER- 
HAMMER, Inc., Pioneer Manufacturers of Elec- 
tric Control Apparatus, 1327 St. Paul Ave., Mil- 
waukee, Wis. 
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Meter Entrance Switches: Cutler-Hammer also manu- 
factures a comprehensive line of Meter Entrance 
Switches to meet the varying requirements of differ- 
ent localities. Write for catalog. 
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CENTURIES ago, primitive man dragged 
heavy loads over the earth. Then came 
the wheel, bringing greater ease and speed 
to transportation, followed by the intro- 
duction of the ball bearing to further re- 
duce the toll of friction. 

For years, cables have been dragged 
through smooth conduits. Now comes 
ELECTRUNITE STEELTUBES with a new 
knurled inside finish in which cables ride 
over the tops of tiny ball-shaped projec- 
tions, cutting down friction and saving 
effort and time. Tests have proved that 
this new finish actually reduces friction as 
much as 30 per cent. 

ELECTRUNITE STEELTUBES is the 
modern threadless rigid conduit, light in 
weight, yet providing adequate electrical 


Electrical Division 


and mechanical circuit protection. It is 
easy to handle, easy to cut, easy to bend and 
requires no threading—additional econ- 
omy features. Three simple fittings adapt it 
to any job. It is approved by the National 
Electrical Code and for Government work. 
It may be used for all open and concealed 
work (except in cinder fill), for service 
conductors on exterior building walls and 
entering buildings, for voltages up to 600, 
and with conductors up to No. 4. 

Progressive legitimate wholesalers 
everywhere are making steady profits by 
handling this popular electrical metallic 
tubing. If you would like to join the 
parade, write today for a sample and the 
complete details of the ELECTRUNITE 
STEELTUBES franchise. 


STEEL AND TUBES, INC. 


WORLD'S LARGEST PRODUCER OF ELECTRICALLY WELDED TUBING 


CLEVELAND « + » OHIO 





A UNIT OF REPUBLIC STEEL CORPORATION 


SX) hel] oaks 


? 
a 
¢ 


eel : RO 
to, No CONCER yw 
7 In cinne® 








30 





Latest Code Developments 








NEWA Hopes for Early Action 
on Electrical Wholesaling Code 


A conference has been scheduled be- 
tween the Code Committee of NEWA 
and the NRA for May 1 and 2 at 
Washington. The purpose of this meet- 
ing is to determine what changes are 
necessary in the proposed Supplemental 
Code for the Electrical Wholesaling 
Trade in order to secure its immediate 
approval by NRA, regardless of the 
delay in revising the Electrical Manu- 
facturers Code. As previously submit- 
ted, the Wholesale Code could not be 
approved until the amendments to the 
Manufacturers Code were passed upon. 

All members of NEWA have been 
invited to attend a meeting of the Ex- 
ecutive Committee called for May 3 and 
4 at the Hotel Traymore, Atlantic City, 
at which the Code Committee will re- 
port the results of its Washington con- 
ference and action will be taken on its 
recommendations. Problems which have 
arisen in connection with the various 
manufacturers’ codes will also be dis- 
cussed and it is expected that the date 
of the next NEWA convention will be 
decided upon at that time. 


v 


Ruling on Code Assessments 
Does Not Apply to Wholesalers 


Employers subject to several Codes 
will, with certain exceptions, be assessed 
only for the support of one Code Au- 
thority—that representing their prin- 
cipal line of business, according to an 
order issued by General Johnson on 
April 15. 

One of the exceptions would permit 
other Code Authorities to submit evi- 
dence to the Administration supporting 
contentions that such employers may be 
subject to more than one assessment. 
No ruling on such applications by Code 
Authorities will be effective, however, 
in the so-called Distributive and Serv- 
ice Trades and Industries—prior to 
July 15. Before that date, it is ex- 
pected, a series of inter-Code Authority 
conferences will have ironed out many 
of the difficulties in that field. 

The order prescribes the form of 
notice which must be given by the 
Code Authorities before any contribu- 
tion becomes due; and allows a 15-day 
period for protest against the assess- 
ment. The protest may be on the ground 
that the basis of the contribution as 
approved by the Administrator is un- 
just as applied to the particular em- 


ployer or that the approved basis is not 
being followed by the Code Authority. 

An employer who has received proper 
notice and who has not protested within 
15 days thereafter, and who has not 
paid his contribution within 30 days 
after receipt of the notice, will be in 
violation of his Code. 


v 


Employers Notified to Apply for 
New Blue Eagle 


Individualized to distinguish em- 
ployers operating under approved 
Codes, NRA’s Blue Eagle will appear 
May 1 with a new significance. 

Thereafter the Eagle, its familiar 
legend “We Do Our Part” replaced by 
the single word “Code” will identify 
the employer who did his part and who 
now, under an approved Code, is co- 
operating with others in his trade or 
industry, “to complete the work of re- 
covery.” Beneath the word “Code” 
will appear the name of the trade or 
industry to which the employer belongs 
and his individual registration number. 

“Its display by you” declares Admin- 
istrator Johnson in a letter mailed to 
every employer in the county, “will in- 
form the public that you are cooperat- 
ing with the vast majority in stamping 
out unfair practices and methods of 
competition, and in giving your em- 
ployees a square deal by paying code 
wages.” 

Accompanying the Administrator’s 
letter to employers is a simple applica- 
tion card, addressed for return to State 
NRA Compliance Directors and an in- 
struction sheet outlining the procedure 
to obtain the individual Eagle. 


v 


Official Labor Provision Posters 
Must Be Applied for by May 15 


Employers who have not yet received 
application forms for official copies of 
labor provisions of the Codes under 
which they operate for posting in their 
establishments will have until May 15 
to apply for the posters, according to 
an NRA announcement. 

Under a recent order, all employers 
are required to post in conspicuous 
places throughout their plants or build- 
ings official NRA placards quoting the 
labor provisions of the Code applicable 
to the establishment. The posters are 
distributed through Code Authorities 
and application should be made to the 





Industrial Specialist: GP. Stone is 
president of the Stone Supply Co., Port- 
land, Ore. This is primarily a plumbing 
supply house, but in the last two years 
has developed an electrical department 
which has shown a steady growth. They 
specialize in the industrial trade and do 
not solicit business from the electrical 
contractor. This department was put in 
because of a desire expressed by many of 
their industrial customers, and the lines 
carried are confined to those going into 
industrial work. 





Code Authority for the industry or 
trade of which the employer is a mem- 
ber, or to the State NRA Compliance 
Director. 

Vv 


Oil Burner Code May Be 
Modified 


Because of complaints concerning the 
approved code of fair competition for 
the Oil Burner Industry, Deputy Admin- 
istrator Barton W. Murrey of the NRA 
has announced a public hearing to 
be held on Tuesday, May 8, “for the 
purpose of determining whether, and 
in what material respects, that Code 
may not be tending to effectuate the 
policy of the Recovery Act and whether 
the Code, or the Order approving it, 
should not be modified.” The hearing 
will commence at 10 a. m. in the audi- 
torium of the Department of Commerce 
building. 

v 


Speedier Action Promised by 
NRA on Code Complaints 


New policies assuring speedy prose- 
cution of code violators and ending “un- 
certainty as to enforcement by legal 
proceedings” have been announced by 
General Johnson. 

Orders have been issued by the Ad- 
ministrator to simplify procedure so 
that State Compliance Directors will 
transmit evidence of code violations 
direct to Federal district attorneys with- 
out the necessity of reference to Wash- 
ington. Code Authorities or their ad- 
justment agencies will similarly refer 
cases to district attorneys through the 
State Directors. 
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Distributors 
THERE’S MONEY IN SELLING 
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Today the public is as well sold on 
the need for ventilation as it is sold 
on the néed for proper light. 


Good air is as essential to business 
as light is to night time. 





Contractors everywhere know the Buf- 
falo line and know its possibilities for 
sales in offices, factories and homes. 


Fill out and mail the coupon below, to 


BUFFALO FORGE COMPANY. 


You will be sent catalogs and prices 
promptly. 

BREEZO Gs 
FANS Nt 


~~ ee 


~ BREEZO 
FANS 


Buffalo Forge Company 
Buffalo, New York 


Gentlemen: 


We are interested in increasing our profits in the sale of ventilation. USE TH j Ss 
Please send us information. 
I inci nnn cena na reicannnineinnctneninneapincetinnctarirannertcciessite ; 
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Hardware Wholesaling Code 
Receives Public Hearing 


On April 19 a public hearing was 
held in Washington on a supplement to 
the General Wholesaling Code for the 
Wholesale Hardware Trade. 

This proposed supplemental code, 
which is sponsored by the National 
Hardware Association, prohibits sales 
below cost and contains the following 
trade practice provisions: 

“The following practices are hereby 
declared to be unfair methods of com- 
petition and are prohibited: 

“1. To sell on terms of payment ex- 
ceeding 60 days except on seasonal lines 
where future datings have heretofore 
been customarily extended. 

“2. To allow cash discounts greater 
than two per cent in anticipating the 
due date of any invoice. This shall not 
apply to those lines where manufac- 
turers’ terms provide for greater cash 
discount in anticipating payment. 

“3. Not to subject accounts after ma- 
turity date to an interest charge of at 
least six per cent per annum to the 
date of payment, or the legal rate gov- 
erning the contract, if less. 

“4. To allow cash discount on any 
note settlement or to accept a nonin- 
terest bearing note in payment of a 
matured obligation. Noninterest bear- 
ing notes may be accepted from in- 
solvent or financially embarrassed debt- 
ors. 

“5. To ship any goods on consign- 
ment except products of manufacturers 
whose general plan of distribution is 
by consignment and not by sale for re- 
sale. 

“6. For a wholesaler who, in addi- 
tion to his definitely organized whole- 
sale division, operates a retail store or 
division, to sell like commodities in 
the same quantities and under substan- 
tially the same conditions to retail cus- 
tomers at a higher figure than such 
commodities are charged or billed to 
his retail store or division. 

“7. To extend prices to customers in 
one trade area that are not extended 
to customers of the same class in all 
other trade areas, provided that any 
wholesaler may meet existing competi- 
tion in any trade area. The Divisional 
Code Authority may determine the ex- 
tent of such trade area.” 
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Retailers Cannot Sell Below Cost 
Plus 10 Per Cent 


By an executive order dated April 6, 
the allowance for store labor which 
must be included in the retail prices 
of merchandise sold under the general 
Retail Code has been fixed at 10 per 


cent of the cost to the merchant of the 
article sold. 

Under the new order, which became 
effective on April 19, “cost to the mer- 
chant” is defined as “the actual net 
delivered cost, less all discounts, or 
current replacement cost, whichever is 
lower.” 

Determination of the allowance was 
made in accordance with the provision 
of the Retail Code which bans the use 
of so-called “loss leaders” as an unfair 
trade practice, and requires that “the 
selling price of articles to the consumer 
should include an allowance for actual 
wages of store labor. .. .” 


7 
Amendments Proposed to 


Washing Machine Code 


A public hearing on proposed amend- 
ments to the code for the Washing and 
Ironing Machine Industry was held in 
Washington on April 11, Deputy Ad- 
ministrator H. O. King presiding. 

Among the proposed modifications, 
which were submitted by the Code Au- 
thority was one clarifying the pro- 
vision relating to sales below cost, and 
adding to it the exemption of sales be- 
low cost when effected for the purpose 
of meeting competition. 

Another amendment would authorize 
the filing with the Code Authority of 
price lists and terms and conditions of 
sale 10 days before their effective date. 

Another addition to the trade prac- 
tice provisions would declare mislead- 
ing or inaccurate advertising to be un- 
fair. 

It was also proposed that: 

“No member of the industry shall 
knowingly sell to or through any whole- 
sale distributor who resells the product 








Roasted and Frozen: 
hour after the firemen had left the scene, 
this Hotpoint range had been moved to 
a new location and was once more in 


Yet within an 


operation. The ordeal of smoke, fire, 
water, ice and falling debris had failed 
to damage either the range itself or the 
Hi-Speed Calrod units with which it was 
equipped. The blaze occurred in Mont- 
pelier, Vt., where the range was con- 
nected on the lines of the Green Moun- 
tain Power Corp. 


contrary to the provisions of this sec- 
tion.” 

Approval of these amendments has 
not as yet been announced by NRA. 


v 
Electrical Contracting Code Be- 


came Effective April 30 


Approval by the President of the sup- 
plementary code for the Electrical Con- 
tracting Industry was announced on 
April 20. 

This supplementary code became ef- 
fective April 30, and adopts, in the 
main, the wage and hour provisions of 
the basic Construction Code as ap- 
proved on January 31. 

The new code provides that its terms 
shall not apply to work for telephone 
or telegraph service where such work 
is an integral part of the communica- 
tion system owned and operated by a 
telephone or telegraph company in ren- 
dering its duly authorized service; nor 
to electrical work for the generation 
and primary distribution of electric 
current, or the secondary distribution 
system ahead of the meter, where such 
work is an integral part of the system 
owned and operated by an electric light 
and power company in rendering its 
duly authorized service. 

The code further provides that its 
terms shall not apply to the sale or 
rental of electrical signalling apparatus 
or systems for protection against fire, 
burglary or robbery, or to the servic- 
ing of such signalling apparatus or 
systems, where such work is an in- 
tegral part of such a system owned and 
serviced by an individual or firm en- 
gaged in such a business. 

As an additional wage provision, this 
supplementary code for the Electrical 
Contracting division establishes a mini- 
mum hourly rate of 75 cents for skilled 
electrical workers. 


Vv 
Revisions Proposed 


to Retail Code 


A public hearing on amendments to 
the Code for the Retail Trade, proposed 
by the Retail Code Authority, has been 
called for May 4 in Washington. 

It is proposed to bring under the 
Retail Code all stores selling services 
not covered by any approved code where 
such services are sold to an ultimate 
consumer. “One cent sales” and similar 
group offerings would be banned by an 
amendment requiring that the amount 
added to the total sales price to cover 
each additional item offered must not 
be less than the cost of that item. Other 
proposed changes are concerned with 
advertisements of installment plans, 
free goods, club offers and finance 
charges. 
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The BENJAMIN 


Service Station 
Floodlighting Campaign 















And here is what we are doing to help 
the electrical contractors—your customers— 
to get this business. Full page advertising 
in National Petroleum News, Super Service 
Station and Service Station News—a port- 
folio of Selling Helps—a beautifully illus- 
trated book to show the service station op- 
erator or manager how to brighten up the 
station and get more trade. 





on the a 
Bod wiyy ''* of Peopl 





Electrical contractors will get these jobs. 
They will be in the market for Benjamin flood- 
lights and other Benjamin fixtures. Full page 
advertisements in color in Electrical Contract- 
ing and broadsides are telling the story. Now 
is the time to go after this business. 


BENJAMIN ELECTRIC MFG. CO. - - Des Plaines, Ill. 
NEW YORK CHICAGO SAN FRANCISCO 


BEN/AMIN FLOODLIGHTS 
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Optimistic: C. C. Creighton, district 
manager supply sales tor the General 
Electric Supply Corp., Portland, Ore., 
says that sales have been affected of late 
by the various administration activities 
and by construction work under way on 
the Bonneville dam. Contractors on 
these large works are going ahead with 
the temporary work, which always calls 
for considerable electrical material. 





NEMA Announces Rulings on 
Manufacturers’ Code 


The Code Advisory Committee for 
the Electrical Manufacturing Code has 
ruled that payment of sales commission 
to syndicate buyers or syndicate pur- 
chasing agents is in violation of this 
provision of the Code, and constitutes. 
a practice which cannot be tolerated. 


Repossessed Equipment. In the opin- 
ion of the Committee Article IX, which 
covers dropped lines, seconds and obso- 
lete materials, does not cover second- 
hand and repossessed equipment. 

Manufacturers should, therefore, be 
careful to remember in quoting or sell- 
ing on such repossessed or second-hand 
items that they are governed by the 
filed prices on such items unless and un- 
til filed prices for them as secondhand 
or repossessed equipment has been reg- 
istered with the Supervisory Agency. 


“Current” Prices. It would seem that 
a reasonable definition of “current 
prices” would be “those which a manu- 
facturer distributes to the trade or 
places in the hands of his salesmen 
for actual use in quoting to the various 
classes of trade included in his filed 
lists.” 

The abuse which is contrary to the 
welfare of the industry consists of cer- 
tain manufacturers filing prices far be- 
low those at which they propose 
actually to sell, and thereafter selling 
at any convenient or available price 
above that low level. The object of 
such low filing is, of course, to obscure 
from the others of the industry the in- 
formation for which the Code specifi- 
cally provides as being desirable for 
industrial betterment and for the bene- 
fit of all. 


If a manufacturer files price and dis- 
count data other than identical to what 
he is distributing to the trade, or which 
he places in the hands of his salesmen 
for actual use in quoting to the various 
classes of trade included in his price 
lists, the burden of proof would be 
upon him that the filed schedules are 
his actual “current prices” and meet 
the provisions of the Code; and lacking 
such proof he might properly be held 
in violation. Likewise, any revision not 
in accordance with his actual current 
practice and that of his salesmen would 
be held as not in compliance with the 
Code, and therefore, constituting viola- 
tion. 

Special Prices. The Code Advisory 
Committee has determined that the 
filing of special prices to any one cus- 
tomer is not permissible. Filed prices 
can only apply to a “class of trade.” 
Examination of the Filed Prices De- 
partment records show that a number 
of cases exist in which single customer 
or special customer filings were made. 
The Committee has issued an order that 
the Published Prices Department of 
NEMA immediately send out a notice 
that such filings are not in accordance 
with the Code. 


v 


Men You Should Know 
(Continued from page 18) 


wholesaler should do, when economic 
conditions permit, is to engage an all- 
round man whose duty it will be to 
build up individual advertising cam- 
paigns for dealers, including the prep- 
aration of dealer direct mailing pieces 
and the promotion of selling plans and 
sales contests between dealer organiza- 
tions. A man capable of evolving plans 
which are economically sound and, at 
the same time, do not require lavish 
expenditures quite out of proportion to 
the dealer’s margin of profit. 

“Selling in 1933 was not done by 
suggestion, it was done by persuasion. 
Store traffic is suggestion—individual 
selling is persuasion,” says Mr. Stern. 
For this reason he prefers dealers who 
are set up as specialty selling organiza- 
tions rather than those who depend 
largely on store traffic, such as depart- 
ment and furniture stores. The only 
exception to this is the washing machine 
which is more of a traffic appliance. 


Large dealer meetings, which depend 
upon mass psychology and mob stam- 
pede have been eliminated. When a 
new line is launched Stern prefers to 
take it to his dealers in small groups 
with whom the regular territory sales- 
men can work out complete programs 
for the entire selling year. This method 
gives the dealer an opportunity to work 


with the salesman in setting up floor 
plans, building prospect lists and work- 
ing out financing and advertising de- 
tails, 


Like most successful merchandisers, 
Stern has very definite hobbies. When- 
ever possible he goes north to where 
the pine trees grow and the trout and 
salmon live. For several summers he 
has fished in Nova Scotia and New 
Brunswick. Every spring, when the 
trout season opens in Pennsylvania, 
Stern takes a few days off and runs 
down there. When at home he tries 
to get in at least two evenings of golf 
a week, and he admits he still has the 
habit of running “across the pond” to 
Europe as often as he can. 


Stern has his indoor hobbies, too. 
He delights in spending evenings with 
his daughter, who is of high school 
age, cataloging and mounting their 
stamp collection. His specialty is 
stamps from Switzerland and in his col- 
lection may be found specimens of 
practically every stamp, including minor 
variations, issued by the Swiss govern- 
ment. The entire Stern family is in- 
tensely musical and never misses an 
opportunity to attend a symphony or 
opera together. 

Mr. Stern is a director of the Radio 
Wholesalers Association and a mem- 
ber of its Code Committee. 


v 


Trade Continues to Gain, Whole- 
salers Report Larger Orders 


That the unprecedented pre-Easter 
buying splurge was more than a flash 
is attested by the expansive extent to 
which sales have. held during the last 
three weeks, with totals rising 15 to 40 
per cent above last year’s, the widest 
gains being recorded in the Southwest- 
ern, South Atlantic, Middle Western, 
and Pacific Coast States, according to 
a trade review by Dun and Bradstreet. 


Prospects for the second quarter are 
being enhanced by the pronounced trend 
toward moderation in the administration 
of the government’s program for the 
regulation of business, continued sup- 
port to agricultural sections, the up- 
building of consumer purchasing power 
by wage advances, the probable stability 
of prices at current levels, and the long- 
awaited start of work on the PWA pro- 
gram. 

Orders for all classes of electrical 
supplies continue to improve, with 
wholesalers’ March volume 15 per cent 
ahead of February, and 25 to 30 per 
cent better than in March, 1933. In 
addition to the increased number of new 
accounts received, the size of the indi- 
vidual order is larger. 
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MAY, 1934 BURGESS BATTERY COMPANY 





‘FREEPORT, ILL 








WINS SILVER 
DOLLAR NAME 
CONTEST with 


‘POWER HOUS 


H. W. Magruder of Columbian Electric Co., Kansas 
City, Missouri, wins Burgess Name Contest and first 
prize of one hundred silver dollars. The prize winning 
name is “Power House”, the prize winning letter:—“A 
safe, long life, low cost, dependable “A” power supply. 
This battery can be merchandised satisfactorily by any 
dealer assuring good service to the user.” 


BURGESS POWER HOUSE 


The Burgess 400 Hour DRY “A” Battery will be known as the “Burgess 
POWER HOUSE” as soon as labels and catalogs can be changed. Retailing 
at $3.20, the Burgess POWER HOUSE provides “A” power for 2-volt battery 
operated radios at lessthan 1g anhour. Its economy, se wna and con- 
venience have established it as the ideal source of power for battery receivers. 


Seven Choose “POWER HOUSE” 


The Silver Dollar Name Contest was for jobbers’ salesmen only. Fifteen 
money prizes were awarded and a prize was given to every one who sub- 
misted a name. Seven chose “Power House”—the lucky seven received the 
first seven prizes, individual awards being made on the basis of contest 
letters. Morethan 1,700 names were received. There were so many good ones, 
it was mighty hard to pick the winners. The Burgess Battery Company 


extends its thanks to all who helped 
“WWW WW Yj tt 444, woake the Name Contest a success. 
/ = s— CLG 














H. W. Magruder 
Columbian Electric Co. 
Kansas City, Mo. 






Silver Dollar Prizes 


The fifteen prizes were paid in silver 
“cartwheels” as a sequel to the 
Burgess Silver Dollar Payroll which 
attracted nation wide attention. 
Over $40,000 in silver dollars was 
paid Burgess employees. 
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TRACE SPENDING 
OF $40,000.00 
SILVER PAYROLL 


Through the Burgess Silver Dollar Pay- 
roll we hoped—1. to study the reactions 
of our city and the country at large to 
silver currency, and 2. to trace the spend- 
ing of a typical industrial payroll. Hun- 
dreds of newspaper clippings, letters and 
personal comments, gave us a good pic- 
ture of the first. A careful survey of 
Freeport stores gave us some very inter- 
esting figures on the latter. 


We wereable to account for 12,180 silver 
dollars. The percentage of this sum 
which went into the various trade chan- 
nels is given below:— 

Groceries and Meat Markets...2 
Department Stores............- 1 


0 
9 
5. 10c to $1.00 Stores......... 5 
Deposited in Banks...........« ; 
4 

4 














R 


Finance Companies............ 
DP BE icccwccccccccce 
Coal and Lumber.............. 
. Taken to Banks to be exchanged 
for paper currency...........+. 
EE ccctancdveesessan 
Oil and Gasoline.............. 
Bak 


ee ee ee 
PYNMESS SNayvayne 


BWOSRADW CHOWONUDS 


An interesting comparison made with 
the local CWA Payroll showed it to be 
several thousand dollars less than the 
Burgess Payroll. This is a further indi- 
cation of the fact that “individual enter- 
prise is still the important factor in plac- 
ing purchasing power in the hands of 
consumers”. 
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Kilander Made President of South 
Bend Electric Co. 


The presidency of the South Bend 
(Ind.) Electric Co., made vacant by 
the death of Frank H. Shumaker last 
January, has been filled by the promo- 
tion of F. E. Kilander, for many years 
secretary and sales manager of the com- 
pany. W. J. Manby, formerly with 
the General Electric Co. at Bridgeport, 
succeeds Mr. Kilander as secretary and 
will also act as general manager. 


v 


W. F. Perry Promoted by 
Doubleday-Hill 


Following the recent death of C. 
Phillips Hill, Sales Manager W. F. 
Perry has been appointed as general 
manager of the Doubleday-Hill Elec- 
tric Co., Washington, D. C. 

This company has recently taken on 
the distribution of Grunow radios and 
refrigerators. A new branch has been 
opened in Baltimore with H. F. Wilson 
as manager, assisted by Leo Snyder and 
Sam Ingram. C. A. Allen has been 
added to the sales force of the Wash- 
ington house. 

v 


New Wholesaling Firm Organized 
by Broome Electric 


The Broome Electric Supply Co. has 
recently been formed to take over the 
wholesaling business of the Broome 
Electric Co., Amarillo, Tex., and its 








contracting activities are now being 
handled by a new firm, the Broome 
Electric Construction Co. The Broome 
Electric Co., which was organized to 
carry on electrical contracting in 1919, 
has operated a wholesale department 
since 1930. 
v 


Bushwick-McPhilben Dealers Sign 
Resale Price Agreement 


The problem of securing maintenance 
of resale prices by its dealers has ap- 
parently been solved by the Bushwick- 
McPhilben Corp., Sparton distributor 
of New York City. This firm is sell- 
ing the new Sparton line to only those 
dealers who sign an agreement to main- 
tain stipulated resale prices. Counsel 
for this distributor claims that the 
agreement is entirely legal under both 
Federal and state laws, because it ap- 
plies to the products of a single manu- 
facturer only and in no way restrains 
open competition with similar products 
of other manufacturers. 


v 


Former G. E. Supply Men Organ- 
ize House in Minneapolis 


Laird-Nebelthau, Inc., Minneapolis 
wholesale firm established two years 
ago, has been reorganized as the Peer- 
less Electrical Co. Robert H. Parker, 
formerly district manager in St. Paul 
for the General Electric Supply Corp., 
has succeeded E. B. Laird as president 
and L. B. Siebert has resigned his po- 








Only a Few Missing: Almost all of the employees of the Ostrander Electrical 


Supply Co., New York City, are included in this picture. 
W. H. Vogel, president; W. H. Vogel, Jr.; Miss O. 
E. S. Sax; A. Schack; C. E. Jackman; 
McNaughton; C. E. Clement; J. S. Laken; E. K. Burkhimer, secretary- 


left, we have: 
D. S. Kelley, vice-president; 
R. F. 


Miss 


Starting from the 
Grace; 


treasurer; Miss V. B. Balak; E. Snyder; G. R. Fordon, and W. Dalato. 


sition as Minneapolis branch manager 
of the General Electric Supply Corp. 
to become vice-president of the new 
concern. H. W. Nebelthau, at one time 
manager for G. E. Supply in St. Paul, 
continues as vice-president and treas- 


urer. Miss E. Myrick and Arthur 
Strech remain as secretary and pur- 
chasing agent, respectively. 

In addition to the supply lines for- 
merly handled, including Hubbell, 
Square D and Wiremold, the Peerless 
Co. has been appointed distributor for 
Hotpoint appliances and G. E. fans. 


Vv 


Anchor Lite Appliance Co. 
Wins Crosley Contest 


Over 100 Crosley distributors par- 
ticipated in a national sales contest 
which terminated April 1. The dis- 
tributors were divided into six groups, 
depending upon the number of elec- 
trically wired homes in each territory. 
The Anchor Lite Appliance Co. of 
Pittsburgh, which was included in the 
first group and competed with New 
York, Chicago, Detroit, San Francisco, 
Los Angeles, Newark and other metro- 
politan areas, not only was the winner 
in its own group, but also received first 
prize in the national contest. Con- 
gratulations were extended to Mr. Gold- 
stein, president of Anchor Lite Ap- 


pliance, in a broadcast over station 
WLW on April 11. 
Vv 
Harry Alter Companies 
Consolidated 


The two companies operated by 
Harry Alter, veteran radio and refrig- 
eration distributor of Chicago, have 
been merged into a single organization. 
Both the firm of Harry Alter, Inc., 
203 W. Wacker Drive, and the Harry 
Alter Supply Co., 1923 S. Michigan 
Ave., have been consolidated as the 
Harry Alter Co., with headquarters at 
1728 S. Michigan Ave. 

The new firm will distribute radios, 
refrigerators, tubes, electrical appli- 
ances and supplies and replacement 
parts for all makes of radios and re- 
frigerators. 

v 


Twentieth Anniversary of 
Madison Electric 


The Madison Electric Co., Detroit, 
completed 20 years of business on April 
15. Max Blumberg, vice-president, at- 
tributes a great deal of the success of 
the company to the loyalty of its em- 
ployees, some of which have been with 
the company ever since the day when 
it first opened its doors. 
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Switches. 


Receptacles 
and all 


Combinations 









Takes the 
Wiring Job out 
Of the@xig ~~: 
OXCARTOVA 
class 


As new methods of ” getting there’ beat the old, the new standard 
line of TIMESAVER Devices adds to the ease and speed of wiring 
— heightens the attractiveness of installations. 

















| 











This line —for Every Wiring Convenience — is so condensed and ver- 
satile that 24 numbers are ALL that are needed for a complete stock, 
including Plates. With these combinations there's not only a saving in 
investment, but your customer's LABOR is cut to a minimum and his TIME- 
gamble is eliminated. 


Besides economy of installation, its moderate cost makes TIMESAVER Line 
the Profit line today. You can sell the Bakelite Type C Switch for the 
same price at which porcelain-based switches are sold. (Combinations are 
priced on an equivalently moderate basis). 


The switches, receptacles and pilot lights are all assembled in compact 
Bakelite bases; all fit standard switch boxes. Switches are designed 
specifically for modern Type C lamp loads. Mechanisms are fully enclosed 
and sealed, dust-proof, in the small Bakelite bases. 


Write for illustrated folder covering the 24 ‘’ TIMESAVERS’’, and 2-color 
circulars for your trade. Ask also for proposition on unique Display Board 
—‘'The Wired Display House’’ — a practical merchandising help. 


HARKT & HEGEMAN DIVISION 


THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, CONN. 
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No Clock Watchers Here: 


Late after- 
noon found Jim Kennedy of Harvey 
Hubbell, Inc., putting the finishing 


touches to his day’s work by telling 
George Parr and Charlie Ness of the 
Parr Electric Co., Newark, N. J., one of 
the reasons why a certain type of switch 
is just the thing to concentrate on. 





G. E. Supply Appointments 


G. L. Ralston has been appointed 
branch manager for the General Elec- 
tric Supply Corp. at Shreveport, La. 
F. M. Koch is now resident salesman 
at the new Fresno, Calif., house and 
Martin Noack replaces W. W. Powell 
as resident salesman at Phoenix, Ariz. 


v 


Magruder of Columbian Electric 
Wins Burgess Name Contest 


H. W. Magruder, Columbian Electric 
Co., Kansas City, Mo., was first prize 
winner in the recent Silver Dollar 
Name Contest conducted by the Burg- 
ess Battery Co. among wholesalers’ 
salesmen. The purpose of the contest 
was to select a name for this manu- 
facturer’s new 400 hour “A” battery. 

The winning name, “Power House,” 
was submitted by nine salesmen, all 
of whom were awarded prizes. Second 
prize went to Louis R. Freeze, Western 
Hardware Corp., Muskogee, Okla., and 
third prize was awarded to John C. 
James, Hockaday, Harlow & Phillips, 
Santa Ana, Calif. 

Other prize winners were: Nat 
Siegel, Siegel Electric Co., Chicago; 
C. A. Nickell, Herrwagen Bros., Fay- 
etteville, Ark.; Charles S. Kuntz, Smith 
Bros. Hardware Co., Columbus, Ohio; 
E. C. Gunter, Gunter Co., San Angelo, 
Tex.; L. W. Rogers, Glasgow-Stewart, 
Durham, N. C.; W. H. Addison, Sun- 
shine Mantle, Chanute, Kans.; L. J. 
Mulhall, Auto Service Co., Birming- 
ham, Ala.; Carl Zenger, West Bearing 
Co., Portland, Ore.; J. M. Kenerly, 
Auto Parts Co., N. Wilkesboro, N. C.; 
Ernest L. Wilks, Dallas Electric Sup- 
ply, Dallas, Tex.; P. J. Hoopes, Wyeth 
Hardware & Mfg. Co., St. Joseph, Mo. ; 
Arthur G. Kemp, Midland Radio Co., 
Cleveland, Ohio; Maurice Rademan, 





M & H Sporting Goods, Philadelphia, 
Pa.; G. R. Hayden, Glasco Electric 
Co., Kansas City, Mo.; R. C. Jennings, 
Jr., Auto Parts & Electric Co., N. 
Wilkesboro, N. C. 


v 


Liberman Now Sole Owner 
of Illuminating Electric 


B. H. Liberman, president of the II- 
luminating Electric Co., Chicago, since 
its organization in 1915, has acquired 
full ownership of the company. He 
will be assisted in the management of 
the business by George Kampmeier. 


v 


Hamburg Bros. to Distribute 
New Truscon Refrigerator 


Hamburg Bros., Pittsburgh, formerly 
Majestic distributors, have recently 
taken on the distribution of Truscon 
electric refrigerators and Electrolux 
gas refrigerators in the Pittsburgh ter- 
ritory. 

A dealer showing of the new lines 
was held at the Fort Pitt Hotel from 
April 30 to May 3. 


v 
Wholesalers Expand Activities 


Brown E ectric Co., Oklahoma City, 
has established a warehouse in Tulsa 
and reports a 300 per cent increase in 
sales over last year. 

H. N. Crowper, Jr., Co., Easton, Pa., 
has enlarged the show room of its 
branch at 444 Union St., Allentown. 


PENN ELECTRICAL ENGINEERING Co., 
Scranton, Pa., has just completed a new 
warehouse for heavy storage and now 
occupies 26,000 sq. ft. of floor space. 


ELecrric Suppty Co., Memphis, has 
moved to new quarters at 289 Madison 
Ave. 


DAUPHIN ELECTRICAL SUPPLIES Co., 
Harrisburg, Pa., are experiencing a 
splendid volume of business on Servel 
air conditioning, milk cooling and com- 
mercial refrigerating equipment, also on 
Seeger display cases, coolers and re- 
frigerators. 





Personals 








R. Dunuam, formerly manager of 
the Mason City branch of the Westing- 
house Electric Supply Co., and at- 
tached to the St. Paul sales force since 
the discontinuance of that house, has 
resigned to go into business for him- 
self. He is now retailing Westinghouse 
appliances in St. Paul, operating as the 
University Electrical Appliance Co. 





Jerry RoTHENBERG, for the past three 
years associated with the Wholesale 
Radio Service Co., New York City, in 
its order department, has been promoted 
to assistant purchasing agent. 


Louis SINGLETON, formerly with the 
Dresslar Hardware Stores, is now man- 
ager of the electric range and dish- 
washer department of Listenwalter & 
Gough, Los Angeles. 


RatpH T. BoLen, who at one time 
represented Fada in the metropolitan 
area, has joined the sales force of the 
Wholesale Radio Equipment Co., New 
York City, and will cover the Brooklyn 
territory. 


Burt Martin, Graybar salesman, 
has been transferred from the Kansas 
City to the Wichita branch. 


M. J. Doyle is a new salesman with 
the Searle-Corey Co., Worcester, Mass. 
A new counterman, W. A. SEARLE, JR., 
has also been employed. 


LesLiE GRAND has been appointed 
sales manager at the Lindley Electric 
Supply Co., Philadelphia, Pa. 


Oscar F. Suaw has just joined the 
sales force of the Electric Supply Co., 
Tulsa, Okla. 


GrEorGE L. GopFrey is a newcomer to 
the refrigeration department of the 
Hughes-Peters Electric Corp., Colum- 
bus, Ohio. 


Jack Matrern has been employed 
as a junior counter and stock man at 
Dauphin Electrical Supplies, Harris- 
burg, Pa. 


W. A. MunpiINge, Jr., has been elect- 
ed secretary of the Electric Supply Co., 
Memphis, Tenn. 


Epcar Powe. will take charge of 
commercial refrigeration at the Penn 
Electrical Engineering Co., Scranton, 
Pa. 


DEAN SPENCER is the newly appointed 
service manager at the Brown Electric 
Co., Oklahoma City, Okla. 


H. W. Gunnison will handle appli- 
ance sales for the Graham-Reynolds 
Electric Co., Los Angeles. 


v 
Federal Reserve Report 


Federal Reserve Banks have released 
the following percentage comparisons 
covering sales of electrical wholesalers 
for the month of February: 














Feb. 1934 with | 2°, 

—————— | with 

Federal Reserve Jan. | Feb. year 
District 1984 | 1983 | 80 
GED vc veces es — 0.6|+66.6 | +63.8 
Philadelphia —22. |+25. | +18.0 
San Francisco ... | + 7.5|+59.0 | +50.9 
Te eee att | a eee 
PO ere: — 1.0|+72.0 | +62.4 
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No. 541511 Outlet Box 
11 in. deep. 1% in. Knockouts 


No. 255-XL Switch Box. 
“XL” Universal Cable Clamps 


No. 251-XL Bracket Box. 
With Lath Support. Pri-Outs 








| =5h = 


No. ASU-32 11 in. deep No. 904 Fuse-Cab 
Cable Box on Shallow Bar 4 circuit. Flush Type 


Send for new catalog B-34 


ALL-STEEL-EQUIP COMPANY 


Incorporated 


344 JOHN ST. * AURORA, ILL. 
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Manufacturers News 





Makers of Approved Appliances 
Announced by TVA 


Manufacturers whose products have 
been approved for sale in the Tennes- 
see Valley have been announced by the 
Electric Home and Farm Authority. 
They include the Westinghouse Electric 
& Mfg. Co.; Edison General Electric 
Appliance Co.; Landers, Frary & Clark; 
McGraw Electric Co.; Kelvinator 
Corp.; Estate Stove Co.; A-B Stove 
Co.; A. J. Lindemann & Hooverson 
Co.; Cleveland Heater Co., and the 
Malleable Iron Range Co. 

The approved appliances, which in- 
clude electric ranges, water heaters and 
refrigerators, will carry a distinguish- 
ing label and will be sold through estab- 
lished dealer outlets. 


v 


Agency Consignment Plan 
Adopted by RCA Radiotron 


The agency consignment plan, which 
the RCA Radiotron Co. submitted to its 
distributors in March, was put into 
effect last month. It applies to both the 
Radiotron and Cunningham lines and 
provides for consigned stocks and con- 
trol of resale prices for both whole- 
salers and dealers. Dealer discounts vary 
from 37 per cent on annual sales of 
less than 1,000 units to 41 per cent on 
annual sales in excess of 15,000 units. 

The new plan was explained in de- 
tail before group meetings of distribu- 
tors held in principal cities during 








AOI 


April. Its objectives include assurance 
of adequate dealer and _ distributor 
stocks, elimination of price cutting, in- 
ventory protection against price de- 
clines, and fewer and better dealer out- 


lets. 
Vv 


Norge Enters Oil Burner Field 


Norge Corp., Detroit, has announced 
its entrance into the oil burner field, ef- 
fective May 1, as a result of months 
of exhaustive product development and 
market analysis. 

Distribution will be accomplished in 
time to launch an energetic summer and 
fall sales drive by means of which the 
Norge Corp. expects to win a dominant 
position in the oil burner industry be- 
fore the end of 1934. 

The oil burner division will be under 
the sales executive direction of H. E. 
Whittingham. Ralph A. Beale, for- 
merly sales manager of Silent Auto- 
matic and Toridheet, will be in active 
charge of all sales operations in the 
field. 

The Norge oil burner, which is of the 
gun type, will be available in three 
models, capable of taking care of every 
possible combustion need from _half- 
gallon per hour requirements in small- 
est homes to the 16 gallon requirements 
per hour of large industrial installa- 
tions. One model, of three gallon ca- 
pacity, will serve 85 per cent of all 
domestic installation requirements. A 
boiler-burner unit will be introduced 
later. 








A 50-50 Get-Together: 
partment to a manufacturer’s plant to find out how the products are made and 
can be sold, we think it is worth recording. Recently, McKew Parr, president of 
the Parr Electric Co. of Brooklyn and Newark, took his gang out to the Thomas 
& Betts plant in Elizabeth, N. J., where they were taken in hand by spell binder 
and golfer extraordinary, N. J. McDonald, Thomas & Betts sales manager, who 


gave them practical demonstrations and sales pointers on the T & B line. 


When a wholesaler takes almost his entire sales de- 


Start- 


ing at the left, we have F. J. Decker; E. C. Hewitt; E. Eitell; Elmo Weiman; 
McKew Parr; Jim Smith; Robert Thomas; Bob Koblitzek; N. J. McDonald: 
Phillip Walker (hiding behind McDonald); C. E. Ness; Miss Mary Parr; Edward 
Ronner; S. N. Buchanan; Miss V. Ade; Robert Franklin; Steve Martin; John 
Stovekin; Sam Kaplan; F. H. Clements, and W. J. Long. 


The Norge Corp. will distribute the 
new burners through its nationwide or- 
ganization of 50 distributors, 5,000 
dealers and nearly 10,000 retail saies- 
men. In addition, it will let the best 
of the old-type oil burner dealers into 
its fold. 


Obituary 


Harvey C. Pond 


Harvey Clark Pond, a vice-president 
of the Arrow-Hart & Hegeman Elec- 
tric Co., Hartford, Conn., died of heart 








Harvey C. Pond 


failure at the age of 47 Thursday, 
April 12, 1934, at Tampa, Fla., while 
on a business trip. Fortunately Paul 
Ramsey, the company’s southern mana- 
ger in Atlanta, was with him at the 
time. 

Mr. Pond commenced his business 
career with the Arrow Electric Co. of 
Hartford when it was one of the city’s 
young but rapidly growing industries 
in 1909. He soon became sales mana- 
ger and was made general sales mana- 
ger under the merger of that company 
and the Hart & Hegeman Manufac- 
turing Co. in 1929. Within a short 
time his ability elevated him to the 
board of directors of the Arrow-Hart 
& Hegeman Electric Co. and he was 
elected vice-president in charge of its 
sales. 

“Harvey,” as he was affectionately 
called, was widely known in the elec- 
trical industry. His vigorous and en- 
gaging personality won him sincere 
friends in his business and social life. 
He was a graduate of Trinity College 
in the class of 1908. While at Trinity 
he was one of its outstanding athletes 
and all around sport leaders; a star 
quarterback on the football team and 
prominent in track and basket ball. He 
was a member of the Hartford Alumni 
Association of Trinity College and a 
member of the Hartford Golf Club. 
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True to its name, 





Bull Dog Tape has the stubborn, rugged qualities 
which have made the bull dog famous the world 


over. 


Strong, closely-woven sheeting thoroughly “filled” 







---not merely “surfaced” - - - with live, unvul- 
canized rubber gives Bull Dog Tape the service 
qualities which have made it the 


largest selling brand on the market. 


BOSTON WOVEN HOSE 


& RUBBER CO. 
CAMBRIDGE, MASS. 
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A Section Devoted to 


Manufacturers’ 


Descriptions of 


Their Products 








"Portette" Radio 


The M-116 is an improved five-tube 
superheterodyne which can be used in 
camp, cottage, hotel or home, wherever 
110 volt, 60 cycle current is available; 
or in a car, boat or airplane where 6 
volts d.c. is used. Housed in a compact, 
light-weight metal carrying case with 
handle. Unusual performance with low 
current consumption (under 6 amps.) 
Improved, full wave vibrator, factory 
sealed and guaranteed. Improved tone, 
sensitivity, output and selectivity. Full 
size electro-dynamic speaker, noise sup- 
pression control. New automatic volume 
control. Cushioned against vibration. 
Uses 1-IV (rectifier), 1-78, 1-6A7, 1-6B7 
and 1-41 Radiotrons. Overall dimen- 
sions, 7%4” high, 8” wide and 1714” 
long. List price, $69.50. RCA Victor 
Co., Inc., 411 Fifth Ave., New York 
City —Electrical Wholesaling, May, 1934. 


Electric Iron Cord Set 


There is no tension felt from the tem- 
pered steel spring on a “Re-Tract-O- 
Cord,” yet the slack is always taken up. 
This spring extends the full length of the 
ironing board and holds the cord above 





the ironing, so it cannot touch the article. 
A handy clamp comes with the cord to 
attach the latter to the board. The same 
cord may be used with percolators, toast- 
ers, and other electrical appliances. “Re- 
Tract-O” is built to last a lifetime and 
is two feet longer than most cords. It 
has a new type Universal air-cooled bolt- 
less plug and a non-breakable improved 
rubber handle cap. The bracket clamp 
for attaching cord outfit to board folds 
flat on board when not in use. List price, 
$1.25 with switchless plug, $1.50 with 


What's New 


switch plug. Retracto Mfg. Co., 3148 
Cottage Grove Ave., Chicago.—Electrical 
Wholesaling, May, 1934. 


"Master-Aire" Fan 


Available in 12” and 16” sizes and em- 
bodying an economical capacitor type 
motor, it is claimed that the “Master- 
Aire” uses from 23.5 to 25.4 per cent less 
electricity and has a 15 to 20 per cent 


eres 





higher power factor than other fans of 
similar size. The increased efficiency is 
due to the application of the capacitor or 
condenser, which is really a section of 
the motor mounted in the fan base below 
the switch. It produces a more even 
flow of current and reduces hum. A 
transformer is placed above the switch 
to step up the voltage on the capacitor, 
making it more effective in producing an 
even flow of current. Of sleek, compact 
appearance, these fans have newly de- 
signed, electrically welded guards with 
graceful lines and of heavier construc- 
tion. Westinghouse Electric & Mfg, 
Mansfield, Ohio.—Electrical Wholesaling, 
May, 1934. 


2000-Watt Bi-Post Lamp 


The construction of the bi-post base 
has been adapted to the 2000-watt, 115- 
volt G-48 bulb lamp. The application of 
the bi-post design principle to this popu- 
lar motion picture studio and spotlight 
lamp insures a more rugged lamp and 
one in which the relative position of the 





base and light source is determined en- 
tirely by the limits of metal working 
accuracy. Its maximum overall length, 
from shoulder to prong to center of fila- 
ment, is 5” and it has a life of 200 hours. 
List price, $13. General Electric Co., 
Incandescent Lamp Dept., Nela Park, 
Cleveland, Ohio.—Electrical Wholesal- 
ing, May, 1934. 


Double Based Tubular Lamps 


“Lumiline” lamps incorporate an en- 
tirely new technique of sealing a metal 
base directly to the end of a glass tube 
without the use of basing cement. Thus, 
instead of being equipped with a conven- 
tional type of base, the new lamps have 
at each end a special chrome iron contact 
cap that is sealed directly to the glass 
tubing. This construction enables the 
lamps to be placed end-to-end and 
achieve a continuous sectional line of 
light with a minimum amount of dark 
area. This lamp employs a_ single 





stretched-coil filament drawn out into a 
continuous line from one end-contact 
cap to the other. A channel backbone 
inside the bulb carries the filament along 
the tube, anchored by wire filament sup- 
ports attached to the channel backbone 
and spaced approximately two inches 
apart. Special sockets to hold each lamp 
in place in the line of light are being 
developed. In contrast with long tube 
sources, the individual “Lumiline” lamps 
composing sections of the line of light 
may, in cases of burnouts, be replaced 
without difficulty or serious interference 
with the installation. Voltage—110, 115, 
120; 30 and 60 watts; maximum overall 
length, 1774”; diameter of bulb, 1”; life, 
1500 hours. General Electric Co., Incan- 
descent Lamp Dept., Nela Park, Cleve- 
land, Ohio, and Westinghouse Lamp Co., 
Bloomfield, N. J.—Electrical Wholesal- 
ing, May, 1934. 
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Low Priced Oil Burner 


After a test covering a period of from 
two to five years, and covering ap- 
proximately 500 

~ burners, this “S-N” 
junior oil burner 
has been placed on 
the market, Instal- 
lation of the burner 
is extremely sim- 
ple. A few broken 
firebricks are 
thrown on the 
grates—the nozzle 
head support plate 
is attached in the 
firedoor opening as 
shown. Surpris- 
ingly high combus- 
tion efficiency is 
claimed for this 
burner. According 
to the manufac- 
turer, readings of 
12 and 13 per cent COg are quite common, 
and combustion is unusually clean. An 
oil and air mixture goes through a 4” 
copper tube to the nozzle at 1% Ib. pres- 
sure. This oil and air stream aspirates 
additional air which is brought in around 
the outside of the nozzle, in the same 
general manner that a gas burner draws 











in air. On some of the larger nozzles, a 
small additional amount of air is secured 
through the grates. This air is highly 
preheated as it must come through the 
hot firebrick. This burner can burn very 
small quantities of fuel, even down to 
one qt. of oil an hour, if desired. Al- 
though the nozzle head is entered through 
the firedoor, the oil flame is directed 
downward on to the firebrick on the 
grates, so that all heating surfaces in the 
furnace are exposed to the radiant heat 
of the flame. Retail price, $160, plus tank 
and installation cost. Scott-Newcomb, 
Inc., 1925 Pine St., St. Louis, Mo.—Elec- 
trical Wholesaling, May, 1934. 


Cord and Plug Set 


This trouble-proof heater plug has 
high carbon outside steel springs that 
grip the terminal 
posts by pres- 
sure exerted 
from the outside. 
Plug has silver 
plated brass con- 
tacts inside for 
good conductiv- 
ity. No space is 
left between the 
contacts and the 
walls of the plug. 
When the plug 
is pushed over } 
the terminal 
posts, the brass 
contacts spread 
apart — but the 
outside tempered steel springs grip the 
halves together and keep the brass con- 
tacts tight on the posts, thus prevent- 
ing arcing and pitting, resulting in good 
contact, eliminating electricity waste 
and plug and posts last longer. All 





bottom edges are protected by metal 
against breaking and chipping. No 
screws and nuts to come loose and 
be lost. Cord is strong, very flex- 
ible 10,000 cycle and is branded with 
highest Underwriters’ approval — the 
Gold Band. Chicago Flexible Shaft 
Co., Roosevelt Rd. and Central Ave., 
-  eeatiiataaaaaaes Wholesaling, May, 
1934. 


"Baseduct" 


“Baseduct” is a metal duct for extend- 
ing existing outlets neatly, reasonably, 
simply, in an almost invisible manner and 
at very low cost of material and labor. 





It is designed for extension of a circuit 
only, and therefore, takes two No. 14 
wires which are laid in the duct and the 
cover snapped on. Finished in a neutral 
brown or mahogany and can be changed 
easily to any color by one coat of quick 
drying enamel. “Baseduct” takes the 
place of the trailing, kinking, dirty, foot- 
catching cords. American Circular Loom 
Co., Inc., 205 E. 42nd St., New York City. 
—Electrical Wholesaling, May, 1934. 


Floor Type Propeller Fan 


This large, portable fan ’ 
is adjustable in height from 
five to eight feet and is 
powered with a General 
Electric motor. Is available 
in both single-speed and 
two-speeds with 19” or 
22” propeller blades. The 
decagonal or 10-sided fan 
guard mounted direct to 
the full streamlined, bullet 
shaped body with a beauti- 
fully designed pedestal and 
upright shaft, makes a 
unique and graceful appli- 
ance for use in hotel lob- 
bies, clubs, cafeterias, etc. 
Dallas Engineering Corp., 
1115 Hall St., Dallas, Tex—Electrical 
Wholesaling, May, 1934. 





Bells and Buzzers 


Two new items in this manufacturer’s 
1934 line of low tension signalling equip- 
ment are a single coil buzzer (Type SB), 
and 234” bell (Type S), both designed for 
either battery or bell-transformer opera- 
tion. They are available in gray finish 
only. Bases and covers are of drawn 
steel, contacts are of silver, and gongs 
have polished nickel finish. Signal Elec- 
tric Mfg. Co., Menominee, Mich.—Elec- 
trical Wholesaling, May, 1934. 


''Machine-gun" Fire 
Extinguisher 
Located on the outside of the cylindri- 
cal container, the pump of this extin- 


guisher cannot gum up, jam or corrode. 
The pump never comes in contact with 





the liquid, only compressing air which 
forces the liquid out under high pressure. 
A quick lift of the pump, and a steady 
stream of liquid is directed at the base 
of the flames. This “Wilbur” extin- 
guisher is easy to aim and operates with 
machine-gun accuracy. Its liquid will not 
leak or evaporate, as it is hermetically 
sealed when not in use. The “Wil-X” 
liquid is an absolute non-conductor of 
electricity, and will also withstand a tem- 
perature of 52° below freezing. Pump 
and nozzle fold down alongside the ex- 
tinguisher when not in use. Positive seal- 
ing valves are instantly opened by raising 
of the pump and close automatically 
when pump is lowered, shutting off the 
stream and saving the remaining liquid. 
Wil-X Manufacturing Corp., 29 Ryerson 
St., Brooklyn, N. Y.—Electrical Whole- 
saling, May, 1934. 


Weatherproof Photoelectric 
Relay 


Completely enclosed in a cast alumi- 
num case with a hinged gasketed cover, 
this relay can be fitted with tubular visors 
to protect the lenses in front of either 
the cell and lamp, or both, to overcome 
the difficulties normally caused by rain, 
snow, sleet and the effects of extraneous 
light. Any one of a variety of photo- 





electric circuits can be furnished with 
this unit to provide the best operation for 
a given photoelectric installation. In the 
equipment illustrated, light from a lamp 
behind the upper visor is focused on a 
weather-protected mirror 20 feet distant, 
and reflected onto a photoelectric cell 
behind a lens in the lower visor. Any 
interruption of the light beam signals a 
watchman in charge of the entrance 
where the unit is located. Circuit is de- 
signed for operation on standard 110 volt 
power lines. G-M Laboratories, Inc., 
1731 Belmont Ave., Chicago.—Electrical 
Wholesaling, May, 1934. 
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Short-Wave Receiver 


In the new “Skyrider,” a companion 
set has been developed for the good 
receiver that covers only the broadcast- 
ing frequencies. It reduces the cost of 
short-wave reception and, at the same 





time, provides a higher standard of 
short-wave performance. New features 
include an anti-backlash worm and 
gear reduction tuning drive that gives 

20 to 1 tuning ratio, modified band 
spread to provide easy separation of 
all short-wave stations, and dual vol- 
ume control that affords micrometer 
adjustment of amplification necessary 
for easy short-wave tuning. Extremely 
compact, the “Skyrider” has an attrac- 
tive metal case containing the receiver 
power pack and dynamic speaker, all 
built in one compact unit. Silver-Mar- 
shall Mfg. Co., 417 N. State St., Chi- 
cago.—Electrical Wholesaling, May, 1934. 


Industrial Circuit Breakers 


Type “AF-1” is a new line of com- 
pression type industrial circuit breakers 
incorporating an entirely different 
method of arc- interruption. The con- 
tacts make and break in a closed metal 
cylinder. When the breaker trips on 





overload the contacts part. The arc 
generates gases that set up a pressure 
within the cylinder. This pressure in- 
creases the resistance of the arc so 
rapidly that interruption occurs in .008 
of a second. Speedy, quiet operation 
and the absence of an external arc are 
the results of this unusual construction. 
The Trumbull Electric Mfg. Co., Plain- 
ville, Conn. — Electrical Wholesaling, 
May, 1934, 


Compact "Gen-E-Motor"’ 


Model “JW” has been designed to 
replace the vibrator power supply in 
all popular auto-radio sets and will 
fit within the housing of over 20 re- 








ceivers. Only three connections to the 
set are required. No other changes 


must be made and the set operates in 
exactly the same manner as with the 
vibrator power supply. This model 
has a full ball-bearing mounted arma- 
ture and is unconditionally guaranteed 
for one year. No adjustments ‘to 
make. Enough lubricant for life is 
sealed in the bearings. List price, $13. 
Pioneer Gen-E-Motor Corp., 464 W. 
Superior St., Chicago. — Electircal 
Wholesaling, May, 1934. 


Porcelain Indicating Cutouts 


A new line of porcelain plug and cart- 
ridge cutouts has Neon lamp indicators 
built in permanently. When a fuse blows, 
a Neon lamp glows indicating where the 


WHEN AFUSE BLC ME 





5E CREATES AN EME; 


[every exownr 
blown fuse is; inserting a new fuse puts 
out the light. The “Fuse-O-Lite’ indi- 
cating cutouts completely parallel the 


present lines of plug and cartridge porce- 
lain cutouts from 30 to 100 amps. and up 


to 600 v. Made the same size as the 
present lines with identical mounting 
holes so as to be completely interchange- 
able. Other advantages are: visible at a 
great distance; safety when replacing 
fuses; uses any standard fuse; no testing 
equipment needed; long life of lamp in- 
sures lifetime of service ; indication given 
with or without load on circuit ; no meas- 
urable current consumed; unaffected by 
short circuits or current surges; indicator 
permanently built into porcelain cutout. 
L. S. Brach Mfg. Corp., 80 Duryea St., 
Newark, N. J.—Electrical Wholesaling, 
May, 1934. 


Insulated Flashlight Case 


This new “Voltpruf” flashlight has 
been designed especially for heavy 
service and for work around transmis- 
sion lines, bus bars or other electrical 
circuits. It has a heavy ribbed fibre 
case entirely devoid of metal parts on 
the outside and is so heavily insulated 





that circuits of 16,000 volts cannot 
break through to the internal circuit 
of the flashlight, nor can any damage 
result from accidental contact with 
electrical circuits. The heavy, ribbed 
tube affords an excellent grip, is not 
cold to the hands and is unaffected by 
oil or gasoline. A rugged, internal 
switch further insures long, satisfac- 
tory service. These flashlights are 
available in focusing spotlight and 
spreadlight types. Bond Electric Corp., 
257 Cornelison Ave., Jersey City, N. J. 
—Electrical Wholesaling, May, 1934. 


Fixtures for Three-Light Lamp 


These fixtures have been especially 
designed for use with the new three- 
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Courtesy - Curtis Lishting, Ince 


light incandescent lamps. Included in 
the series are luminaires with chain or 
rod hangers in a wide variety of fin- 
ishes. Some of the most popular items 
for commercial interiors are finished in 





Ivorytone, others in brushed silvertone, 
satin silver, or satin aluminum. Sev- 
eral of these luminaires are of louvered 
construction that give the conventional 
type of general illumination and also 
permit tinting louvers on the bowl in 
pastel shades of colored light. Curtis 
Lighting, Inc., 1123 W. Jackson Blvd., 
Yeats Wholesaling, May, 


"Truscon" Refrigerators 


Built by a concern which has made 
cabinets for several prominent refrigera- 
tor manufacturers for a number of years, 
and equipped with a “Universal” com- 
pressor, this new line of electric refrig- 
erators is described by the maker as 
modern, but very practical; dependable, 
efficient and sound in engineering, and 
conservatively beautiful in design. The 
“Truscon” line consists of four models: 
numbers 450, 550, 650 and 800. Interiors 
of all cabinets are acid-proof white 
porcelain throughout, with snow white 
lacquer for exteriors. The two larger 
models, Nos. 800 and 650, are also fin- 
ished in porcelain exteriors. Bases of all 
models are black. Door hinges and 
latches are inconspicuous and of artistic 
modern design. All latest tested and 
proved conveniences, such as foot pedal 
opener, auto-interior light, fast freez- 
ing compartment temperature regulation 
control, etc., are standard equipment. 
Truscon Steel Co., Electric Refrigeration 
Division, Cleveland, Ohio. — Electrical 
Wholesaling, May, 1934. 
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Another serious delay in production — another cost to be charged to the 
failure of equipment. 


With production on a constant increase, with larger daily demands strain- 

ee ing plant facilities — break-downs are serious. They’re worrying manu- 

t pF * facturing executives, who are heeding the demands of plant managers 

ow tee and engineers for replacement of worn-out, obsolete or inadequate 
machinery with modern equipment. 


? 


Unfailing power distribution and motor control are essential to factory 
production. 


Here is a job to be done by the electrical wholesaler and his salesmen. 
Tell this story in the industrial plants—they are ready to listen. 


ees 
mF: 


pay 


Square D can help you—will help you—with a complete line of switches, 
panels and motor control and an established reputation for quality, 
which assures ready acceptance—backed up by unfailing service. 


4 
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At every Square D district office there are application engineers who 
eS know your customers’ switch and control requirements, and can advise 
Class 8536-K combination automatic Sy in the selection of stocks—the specifying of equipment. 

starter with Square D “’50,000 Series”’ 


Call in the Square D man—he may help boost your sales. 
industrial safety switch. 


CTRICAL EQUIPMENT 
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NOW READY! 


1934 


VERIFIED DIRECTORY 
OF 


ELECTRICAL WHOLESALERS 





Contains the following information 
on 1,001 wholesaling establishments 


|. Firm name 

2. Address 

3. Branch and affiliated houses 

4. Memberships in National and Local Asso- 
ciations of Electrical Wholesalers 

5. Names of officers and department mana- 
gers 

6. Territory covered 

7. Number of salesmen—city, country and 
counter 

8. Floor space occupied 

9. Size of inventory 

10. Lines handled (supplies, appliances radio, 
fixtures) 











PREVIOUS EDITIONS NOW OBSOLETE 


This new Directory contains 125 new listings, 115 deletions and 
829 revisions 


PRICE $15 


Substantially bound in handsome leatherette cover 


Liberal Discounts 
on orders for two or more copies 


& 
Order from 


The Electrical Trade Publishing Co. 
520 N. Michigan Ave. Chicago, Ill. 











New Company to Manufacture 
Incandescent Lamps 


The Northern Incandescent Lamp 
Co. has been organized under the laws 
of New Jersey to take over the busi- 
ness of the International Lamp Co. 
The new corporation, which claims to 
be the largest non-affiliated lamp manu- 
facturer in the country, will manufac- 
ture incandescent lamps under the 
brand name “Northern Lights.” A. M. 
Johanson is president, A. Irving Boyer, 
Jr., and Louis M. Rosenthal, vice-presi- 
dents, and Robert G. Werner, secretary- 
treasurer. Executive and sales offices 
are located at the company’s plant, 214- 
220 Adams St., Hoboken, N. J. 


v 


Stewart-Warner Re-Elects 
Officers 


All officers of the Stewart-Warner 
Corp. were re-elected at a meeting of 
the board of directors in Chicago on 
April 9. The officers are: R. J. Gra- 
ham, chairman of the board; E. V. R. 
Thayer, vice-chairman; Joseph E. Otis, 
Jr., president; F. A. Rosse, vice-presi- 
dent in charge of manufacturing; F. A. 
Hiter, vice-president in charge of 
sales; T. T. Sullivan, secretary and 
treasurer, and E. H. Farrell, controller. 


James S. Knowlson was made a mem- 
ber of the executive committee, which 
now comprises, besides Mr. Knowlson, 
Eugene V. R. Thayer and Joseph E. 
Otis, Jr. 

v 


Fada to Announce New Line 


A new line of Fada radio receivers 
will be announced to the trade within 
the next few weeks according to a 
statement from J. A. Proctor, who was 
elected president of the Fada Radio 
and Electric Co. at the annual stock- 
holders’ meeting recently held in Long 
Island City. 


v 


McGraw Electric Reports 
Earnings 


The annual report of the McGraw 
Electric Co., released April 5, reports 
sales of $1,910,252 for 1933. Net in- 
come for the year was $105,550 com- 
pared with a deficit of $269,124 in 1932. 
Earnings per share for 1933 are re- 
ported as 44 cents. March sales this 
year, according to Max McGraw, presi- 
dent of the company, were 309 per cent 
ahead of March, 1933, and preliminary 
estimates indicate earnings of approxi- 
mately $1.00 a share for the twelve 
month period which ended March 31, 
1934. 
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Ye 
He's New Orleans Bound: 


Johnston, district manager of the Ana- 
conda Wire & Cable Co. in St. Louis, is 
headed for Dixie, and you can bet he'll 


E. C. (Jack) 


bring home something besides pressed | 
Louis | 


magnolias. Jack has served St. 
and the Southwest for many years. 





New Line of Refrigerators 
Announced by Truscon 

The Truscon Steel Co., one of the 
largest fabricators of steel products, 
with plants in Cleveland, Youngstown, 
Detroit, Los Angeles and Walkerville, 
Canada, announces the introduction of 
its own electric refrigerator, under the 
Truscon name. Headquarters for this 
division is in Cleveland. 

This company is no newcomer in the 
refrigerator field, having made boxes 
for several of the large nationally ad- 
vertised electric refrigerator companies 
for the past few years. The unit used 
in the Truscon refrigerator is the Uni- 
versal, made by the Universal Cooler 
Corp. of Detroit. 

According to General Manager Harry 
Woodhead, the introduction of the new 
Truscon line will in no way affect the 
company’s policy with respect to their 
manufacturer of boxes for other re- 
frigerator manufacturers. 


v 


Four-Year Replacement Contract 
on Westinghouse Refrigerators 
Westinghouse announces that a four- 
year limit unit replacement contract 
will be provided in addition to the one- 


| 





| 
| 








year warranty on the complete line of | 


hermetically sealed refrigerators. 
cording to R. C. Cosgrove, manager of 
household refrigeration sales, this costs 
the purchaser $5.00 and assures him of 
uninterrupted service from the hermeti- 
cally sealed mechanism during the first 
five years of its use. 

The user’s protection under this plan 
is confined to the hermetically sealed 
mechanism and does not provide for re- 
placement beyond the first year of the 
control, cooling fan, the cabinet, or 
other unsealed parts of the mechanism. 


Ac- | 


DUTCH BRAND FRICTION TAPE 
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HE second Byrd Expedition to the Antarctic is the 
most thoroughly equipped that ever left on a great 
exploration. Every piece of material and equipment had 
to be “service tested” in advance. Small wonder there- 
fore, that Admiral Byrd took with him, a supply of 
DUTCH BRAND Friction Tape, Rubber Tape and 
Soldering Paste... products that would not fail to stand 
up under tropical heat or the bitter cold of that ice 
bound circle called Little America. 


Because DUTCH BRAND Products do give “Extra 
Service,” the jobber and his salesmen find them easy to 
sell .. . and they know too, that DUTCH BRAND 
users seldom change, assuring a definite volume of yearly 


sales. Write for the more profitable DUTCH BRAND 
proposition. 


World Wide Distribution Through Jobbing Channels. 


VANCLEEF BROS. 


Manufacturers Friction and Rubber Tapes 
and Soldering Paste 





DUTCH BRAND 
























SOLDERING Woodlawn Ave., 77th to 78th Streets 
PASTE hicago, U. S. A. 
A scientific mixture 
—non-corrosive. » 
Cleans as it works. + §/ 
Holds solder fast. 
paste required DUTCH BRAND 
perjobp eee RUBBER INSU- 
LATING TAPE 


Fuses instantly with- 
out heat. Molds into 
one solid piece. It 
$-t-r-e-t-c-h-e-s with- 
out breaking because 
it contains more live, 
new rubber. 






THE JUMBO PACKAGE 
re Contains 10 standard No. 8 rolls. 

The economical way for repairmen, 
electrical contractors and industrial 
users to pur Friction Tape 
where individually cartoned Tape 
is not required. 





The new, original DUTCH 
BRAND Friction Tape Dis- 
penser... the modern way 
to sell more Friction Tape. 





— as 
See the DUTCH BRAND EXHIBIT aé A CENTURY of PROGRESS -CHICAGO-1934 
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WirREMOLD 


“MONEY MAKERS” 














Sell Outlets?! 


That’s what the public wants! 
Wiremold makes it easy! 


The beauty of the Wiremold line is that it helps 
the contractor to meet sales resistance. With its five 
sizes—Catalogue Numbers 200, 500, 700, 1000 and 
1100—and fittings to match—it gives him a choice 
of methods. He can give any customer a job that 
pleases—without muss or fuss. This makes sales 
and profits! 


The Wiremold Company, Hartford, Connecticut 





NRA 











WE DO OUR PART 
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aa 125 VOLTS = Switch 


Here is a new model in the reliable McGill Levo- 
lier Line of Switches—designed to control the two 
filament lamps. The size is exactly the same as the 
well known Levolier No. 61 switch. It incorpo- 
rates the lever operating mechanism and the easy- 
to-wire features found in all Levolier switches. 

e The market for the new three-light-level, two- 
filament lamps is extensive, so you will find many 





for the new 
three light 
Lamps 


Reasonable opportunities to utilize this new No. 201 Levolier 
° two-circuit switch. It will give you an opportun- 
in Cost ity to build up an additional volume of profitable 
business. 
e Write us for complete information and price 
An on this new No. 201 Levolier. 
italy. (ez| MEICGILL |S 
Wide Range = 


Portable Lamp Guards 
Guasas 


of Usefulness 


ESTABLISHED 1904 


VALPARAISO - INDIANA 
Box No. 636 














Elenbe Sales Company Organized 
by J. D. Lynch and J. V. Blake 


John D. Lynch and John V. Blake, 
for the past nine years associated with 
the Economy Fuse & Mfg. Co., have 
recently gone into business as manu- 
facturers’ agents, under the name of 
the Elenbe Sales Co., 250 N. 11th St., 
Philadelphia. They are already han- 
dling Great Western fuses and several 
other well known lines. To insure ade- 
quate representation in the territory, 
a sales force is now being organized 
which will include some of the “old 
timers” in the electrical field. 


v 


Rudolph Soukup Leaves Gill, 
Now with Kopp Glass, Inc. 


Rudolph H. Soukup has recently sev- 
ered his connection with the Gill Glass 
Co. of Philadelphia, which he repre- 
sented in the middle west for the past 
23 years and is now covering Illinois, 
Iowa, Wisconsin, Indiana and Nebraska 
as sales manager for Kopp Glass, Inc., 
of Swissvale, Pa. Samples of this 
manufacturer’s commercial, residential 
and special illuminating glassware are 
now on display in Room 1575, Mer- 
chandise Mart, Chicago, where Mr. 
Soukup is making his headquarters. 


v 


H. H. Weber with U. S. Rubber 

The United States Rubber Products, 
Inc., announces the appointment of 
Howard H. Weber as assistant manager 
of wire sales. Mr. Weber, who was for- 
merly with the General Cable Corp. as 
director of low tension engineering, 
will be located in the United States 
Rubber Co. executive offices at 1790 
Broadway, New York City. 








At New G. E. Supply Branch: Here is 
some of the personnel of the new house 
opened by the General Electric Supply 
Corp. at Lansing, Mich., on February 
5th. The quartet consists of H. D. Gar- 
ber, appliance sales representative; C. 
D. La Mee (with the iron hat) district 
manager; Wm. M. Zick, supply sales 
representative and R. E. Dresser, local 
operating manager. 








May, 1934 


ELECTRICAL WHOLESALING 








Stepping Out With Dad: A pair of aces 
from the United Electric Supply Co., 
St. Louis, Mo., President C. E. Vail and 


his son, Carroll. The Governor is all 
smiles because he just found and fixed 
a bent bar in a typewriter, which had 
everyone else stumped. Besides his elec- 
trical knowledge, Carroll is one of the 
best amateur photographers in St. Louis. 





Frigidaire to Operate Branch in 
St. Louis 


Frigidiare Corp. has announced the 
establishment of a company-owned 
branch in St. Louis, replacing its for- 
mer distributor, the Del Home Light 
Co., whose president, W. O. Waldsmith, 
passed away a few months ago. 

The new branch will be located in 
the building occupied by the Del Home 
Light Co., at 3414-28 Lindell Blvd. D. 
K. Banker, resident comptroller of 
Frigidaire Corp., has been appointed 
acting manager. 

v 


Fairbanks-Morse Buys Audiola, 
Will Make Refrigerators 


The Audiola Radio Co. of Chicago 
has become a wholly owned subsidiary 
of Fairbanks, Morse & Co. which plans 
an expansion of the Audiola Company, 
not only in the field of radio receivers, 
but also in the manufacture and sale 
of electric refrigerators and washing 
machines. 

Sales offices of Audiola will remain 
at 430 South Green St., Chicago. 


v 


Majestic Subsidiaries Sold, Sale of 
Chicago Plants Postponed 

Sale of two Grigsby Grunow sub- 
sidiaries was effected when the receiv- 
ers opened sealed bids on April 16. 
The Columbia Phonograph Co. was 
bought by Sacro Enterprises, Inc., and 
I. J. Campbell of London, England, 
purchased control of Majestic Electric 
Co., Ltd. 

Sale of the company’s radio and re- 
frigeration plants was postponed until 
April 30 to allow for consideration of 
a bid of $650,000 from an unnamed 


source. 
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gain wider use than ever 
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2 Watt 115 Volts $14 Bulb 
Finish—Clear, Sprayed Red orYellow 





iit 


1 Watt 115 Volts G10 Bulb 





Bac initlicisn § 
¥% Watt 115 Volts G10 Bulb 
Supplied in 1.0 Watt for 220 Volts 





| 





% Watt i5 Volts 14% Bulb 
Supplied with Candelabra 
Screw Base Only 


ARDLY a day passes without bring- 

ing a new use for Neon Glow Lamps. 
Their use extends into virtually every in- 
dustry as indicator and pilot lights. Fac- 
tories, theatres, offices and stores find 
them ideal for exit lamps. Even private 
homes are learning how economically they 
can serve as pilot lights for cellar and attic 
circuits and electrical appliances. Photog- 
raphers, both professional and amateur, 
are turning to them for use as safe-lights 
in the dark room. 

The line of these economical lamps offers 
a size that is exactly right for each of their 
hundreds of uses. And their economy is al- 
most phenomenal. They cost little to be- 
gin with. Their bases fit standard sockets. 
They operate at standard voltages and 
frequencies without special transformers 
or resistances, and they operate on both 
AC and DC. When it comes to operating 
cost, ten cents will keep the half watt size 
burning twenty-four hours a day for a 
whole year in many localities. 

The long life of Neon Glow Lamps is 
another factor in their favor. They stand 
up for several thousand hours under vibra- 
tion and shocks. 

All these facts make it increasingly 
profitable to stock the full line of Neon 
Glow Lamps. It’s a smart move to include 
them in your catalogue, too. We'll supply 
catalogue inserts on request. Write today 
to: General Electric Vapor Lamp Com- 
pany, 891 Adams St., Hoboken, N. J. 





GENERAL @ ELECTRIC 
VAPOR LAMP COMPANY 


601 Copr. 1984, General Electric Vapor Lamp Co. 
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Sectional view of 
No. 295 Nozzle 
showing brass ar- 
mored attachment 
Plug. 


Showing the No. 295 
Nozzle Mounted on 
Cover of No. 130 
Adjustable Floor 
Box. 





FLOOR BOXES 





Along with the exceptional Quality 
of Latrobe is still another feature— 
that of completeness in the “Floor 
Boxes" line. 


Here is shown the No. 295 Duplex 
Receptacle Nozzle representative of 
a complete assortment of receptacle 
nozzles. 


You can meet every demand of your 
contractors if you sell Latrobe. 


FULLMAN 
MFG. CO. 


LATROBE, PA. 





Manufacturers of Quality Floor Boxes and Wiring Specialties 














from them. 


direct from us. 








GET MORE BUSINESS 
FROM INDUSTRIAL PLANTS 


with 


ELECTRICAL 
INSULATING 
QUARTETTE 


UR simplified product application chart 

fits the Quartette to your customers’ needs. 

Our trade mark is well known to your custo- 
mers and it will be easy for you to get business 


Salesmen! If you are interested in more busi- 
ness from industrials, ask your sales manager to 
write us for complete information, or request it 


JOHN C. DOLPH CO., 168 Emmett St., Newark, N.J. 














Promoted: S. A. Collins, recently 
counter salesman, and before that, out- 
side salesman for Stubbs Electric Co., 
Portland, Ore., has recently been pro- 
moted to have charge of the lamp de- 
partment and to act as assistant to vice- 
president and general manager Peter- 
son. Collins has been with the company 
for six years. He takes the place of 
A. B. Carlon, who is now with Gen- 
eral Electric Hotpoint as factory repre- 
sentative on ranges and water heaters 
in the Portland and Spokane districts. 


RMA Defines "All Wave" 
and Other Receivers 

To inform the radio buying public 
as well as the trade, means to establish 
identification of “all wave” and other 
receiving sets have been adopted by the 
RMA. The object is to definitely cias- 
sify the new and improved receivers, 
to avoid misrepresentation and to facili- 
tate merchandising of sets. 

The “standard broadcast” receiver is 
defined to include sets having the reg- 
ular frequency range from 540 to 1500 
kilocycles. 

The definition of the “all wave” re- 
ceiver applies to sets with frequency 
ranges from 540 kilocycles to at least 
18,000 kilocycles. 

The “standard” and “short wave” or 
“dual wave” receiver as defined by the 
RMA will apply to sets having fre- 
quencies between 4,000 and 20,000 kilo- 
cycles with a short wave range cover- 
ing a ratio of maximum to minimum 
frequencies of at least 2% to one. 

The definitions outlined above have 
been adopted by RMA as the simplest 
possible to correctly advise the buying 
public and the trade. Detailed standards 
defining the nomenclature and fre- 
quency ranges of the three types of 
receivers will be issued soon by the 
RMA Engineering Division. 

v 





Ruthenburg Heads Servel, Inc. 

Louis Ruthenburg, formerly president 
of Copeland Products, Inc., and more 
recently connected with the refrigera- 
tion section of NEMA, has been elect- 
ed president of Servel, Inc., succeeding 
H. H. Springford. 
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Pacific Coast Leads Improve- 
ment in G-E Refrigerator Sales 


Sales of General Electric refrigera- | 


tors for the first three months of this 
year were 257 per cent of those for the 
corresponding period of last year, ac- 
cording to A. M. Sweeney, sales mana- 
ger of General Electric’s refrigeration 
department. Electric range sales were 
204 per cent and electric dishwasher 


sales were 212 per cent of those for | 


the first three months of the year 
previous. 

Increased sales during the first quar- 
ter came from all sections of the coun- 
try, indicating that improved business 
conditions are not confined to certain 
territories. 


Sales of George T. Bauder Co., San | 


Diego distributor, were 910 per cent 
of those for the first 1933 quarter. 
Others were: General Electric Supply 
Corp., Portland, Ore., 790 per cent; 
General Electric Supply Corp., Butte, 
694 per cent; E. O. Cone Co., El Paso, 


677 per cent; General Electric Supply | 


Corp., Des Moines, 672 per cent; Cas- 
well, Inc., Detroit, 674 per cent; Math- 
thews Electric Co., Birmingham, 593 
per cent; General Electric Supply Corp., 
Boston, 460 per cent; H. G. Bogart, 


Toledo, 443 per cent; Dakota Electric | 


Co., Fargo, 438 per cent; Electric 

Household Appliance Co., Dallas, 468 

per cent; General Electric Supply 

Corp., Salt Lake City, 4,870 per cent. 
Vv 


C. E. Cook Now Sales Manager 
of American Electric Switch 
C. E. Cook, for many years connected 
with the Square D Co., at Detroit, is 
now located in Minerva, Ohio, as sales 
manager of the American 
Switch Corp. 





A Hard Working Trio: The Long 
Island City branch of the Royal Eastern 
Electrical Supply Co. is no soft spot, 
but these three fellows can take it. W. J. 
McGinnis, left, is the serious looking 
branch manager, in the middle is the 


assistant manager, Charles Famulare, 
and next to him is H. A. Levy, one of 
the outside salesmen. 


Electric | 


INUMBER THREE OF ASERIES OF ADVERTISEMENTS 


| " 













“CONTINUOUS PROCESS” 


insures absolute uniformity in 


FRETZ-MOON CONDUIT 


F RETZ-MOON CONDUIT is always uniform—because it is made 
| by an exclusive process that insures absolute uniformity. e This process differs from 
all other methods of manufacturing conduit in that it is continuous. The long strips of 
| steel from which Fretz-Moon Conduit is made are welded together at the ends, so that 
| actually Fretz-Moon Conduit is made from a long strip that ends only when the mill is 
| stopped to change sizes. e This continuous strip travels through a specially designed 
furnace, as radically different from other furnaces as Fretz-Moon Conduit is different 
from other makes. It is a long, gas-fired tunnel through which the strip continuously 
passes, not on the floor of the furnace, where slag and silicious scale collect, but on 
water-cooled supports above the floor. Furnace temperature and rate of travel of the 


strip are automatically controlled—so closely that every foot of strip leaving the furnace 
|and entering the forming and welding rolls is at the same definite temperature as every 
other foot. e There is not the slightest danger of over or under heating—therefore, 
no hard or burnt spots to cause trouble in cutting, thread- 
ing or bending—thereforé, a perfectly uniform conduit. « 
Contractors who use Fretz-Moon Conduit know what uni- 
formity can mean in installation time and profit. 


STEEL AND TUBES, INC. 
CLEVELAND - OHIO 


EXCLUSIVE SALES AGENTS 


FRETZ-MOON 
G Rigid 


conduit 





UNDERWRITERS” 
LABORATORIES 










UNDERWRITERS” 
LABORATORIES 

INSPECTED 
CONDUIT 
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‘Tae bell 


is designed 
for severe 
service in fac- 
tories, schools 
and institu- 
tions. It is 
heavily built 
for long life 
on alternating 
current, regularly wound for 
12 to 18, 110, or 220 volts. 


A sub-base for a 4” square 
outlet box can be furnished. 





No. 642 


Removable carbon contacts 
are an advantage. 


All current carrying parts 
are enclosed and it is Under- 
writers Approved. 





Send for our 
catalog—it 
gives details 

relative to this 

and other bells 
and buttons 





The ANSONIA 


Electrical 
Company 


Ansonia, Conn. 


ANNUNCIATORS - BELLS - BUZZERS 
PUSH BUTTONS - WIRE 














| Standard Sales Manual, 1934 Edition, 
| contains 32 pp. of information on elec- 








They Just Keep Rollin’ Along: For 14 
years M. K. Clark & Co., St. Louis, Mo., 
has stuck to staple material and made a 
good job of it. On the left is McKee K. 
Clark, president, with G. G. Norman, 
who served with the old Commercial 
crowd, and Joe Niehoff, a regular walk- 
ing dictionary on material. 





Latest Trade Literature 


| 
| 
| 








NATIONAL ELEctric Propucts Corp., | 


Pittsburgh—“Is This NRA?” A re- 
print of an expression of this manufac- 
turer’s policy, originally published in 
1927. 

WESTINGHOUSE ELectric & Mrc. 
Co., East Pittsburgh—“Recommenda- 


tions for Lighting Tennis Courts,” a | 
six page illustrated folder describing | 
two methods of tennis court illumina- | 
tion, one for tournament play and the | 


other for ordinary games. 


“Quiet Operating Induction Mo- 


tors,’ a four page illustrated leaflet | 


which describes the method of indi- | 
vidual testing of these motors for quiet- 
ness, their distinctive features, con- 
struction, application and control. 

Van CLeeEF Bros., Chicago—“Warn- 
ing’ —A four page appeal to wholesalers 
and their retail customers to refrain 
from the purchase and sale of Japanese 
goods which “tend to obstruct the on- 
ward march of prosperity in this coun- 
try.” 

STANDARD ELeEctric STovE Co., To- 
ledo, Ohio—Catalog 34 covers the com- | 
plete Standard line of domestic and 
commercial electric cooking equipment. 
Leaflet A-229 is a broadside describing 
domestic models and listing 16 ad- 
vantages of cooking electrically. The, 


tric cookery. 





Rapio Corr. of AMERICA, New York | 
City—“Milestones of RCA Progress” | 
(43 pp.), a chronological summary of 
important events in radio initiated by 
the Radio Corporation since its forma- 


| tion in 1919. 


Four WHEEL Drive Auto Co., Clin- 
tonville, Wis.—‘“Truck and Trailer Size 
and Weight Restrictions,” 1934 Edition. 
A 56 page pocket size handbook | 
giving state laws and their interpreta- 
tions, governing the size and weight | 
restrictions of trucks and trailers. 














with only G etawels 
BURTDY 


JENGINEERING CO., INC. 


305 EAST 451TH STREET, NEW YORK 


Nyents Every ustiere 











EASY PULL 


SHOCK-PROOF 
AT NO EXTRA COST 





Give your 
customers a 
better and 
safer fuse 











Eagle cartridge and plug fuses are 
Underwriters approved. 


EAGLE ELEC. MFG. CO. 


59-79 Hall St. Brooklyn, N. Y. 
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Russet, & Stott Co., 53 Rose St., 
New York City—Bulletin No. 66 gives 
prices, illustrations, and specifications 
on explosion-proof specialties, junction 
boxes, switches, circuit breakers, panel- 
boards, magnetic starters, receptacles, 
plugs and lighting fixtures. 


v 


New Publications 


Ir You Want To Get AHEAD—By | 


Ray W. Sherman. 186 pp., $1.50. Little, 


Brown & Co., Boston, 1934. Some 30 | 


years ago a newspaper reporter noticed 
that, for no apparent reason, some men 
were able to earn more money than 
others. He wondered why. The men 
themselves were unable to tell him, so 
he studied them and unearthed certain 
reasons. These he applied to himself 
with very profitable results and, as he 
progressed into executive positions, he 
continued his observations. The results 
are set forth in this practical book 
written for the average man who wants 
to increase his earning capacity and 
get into the $5,000 and over class. 


ELEcTRICAL CooKErY—By Frances 
Weedman. 73 pp., 25 cents. Edison 
General Electric Appliance Co., Chi- 
cago. The author, who has been con- 
nected with the electric cookery move- 
ment for some years as director of 
Edison General Electric Appliance Co.’s 
home economics department, has made 
this book a cooking guide that has the 
added feature of showing how easily 
“old fashioned” recipes may be trans- 
lated into terms of electric cookery. 
Photographic illustrations make every 
point clear and show the “wasteful” 
and “correct” methods of preparation 
for each type of food when using an 
electric range. The book is completely 
indexed and may be obtained from the 
publishers or through utility companies, 
electrical or hardware dealers. 








Profitable Line 


Insulated Wire 
for Jobbers 


Annunciator Office and 
Thermostat Wires 
Fixture Wires 
Flexible Cords 
Antenna Lead-In Wire 
Radio Hook-Up Wire 
also 
Asbestos Covered Resistance 
Wires 


The Holyoke Company, Inc. YW 
720 Main Street Holyoke, Mass. 
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Whether it’s 

RUBBER COVERED WIRE 
VARNISHED CAMBRIC 
ARMORED CABLE 


or any other 


kind — 










CRESCENT 
PRODUCTS 


A COMPLETE LINE 


“Crescent” National 
Electric Code Rub- and Cable. 
ber Covered Wire “Crescent” Lead En- 
and Cable. cased Wire and 
Intermediate Grade Cable. 
u er Covered “Crescent” A. B. C. 
Wire and Cable Armored Bushed 











“Imperial” 30% Rub- 
ber Covered Wire 


















“Crescent” Flexible 
Metallic Conduit. 
“Crescent”’ Varnished 
Cambric Cable, 


Cable. Lead Encased or 
“Crescent” Lead Cov- Fe Braided. 
. ered Armored Cresflex” Non-Me- 
—yjust Cable. oot Sag Sheathed 
able. 
“Crescent” Flexib 
be sure of Sake te 


“Crescent” Parkway 
Cables. 

All kinds of special 

wires and cables. 


si highest quality 
by specifying 


CRESCENT 


Why handle anything but the best when 
the best is so easy to obtain? 





Warehouse stocks and representatives 
ready to serve you are in principal cities 


everywhere. 
45 YEARS OF KNOWING HOW IN 
EVERY FOOT OF CRESCENT WIRE 


CRESCEN7 


TRENTON, 


NEW JERSEY. 
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“Fellow 


Sales Representatives 


LEADERS 


Engineering and Research is rec- 
ognized as a necessary adjunct to 
the development of every Industry. 
We of Hubbard and Company main- 
tain the most extensive Engineering 
and Research Department of any one 
in our line. We are accredited by 
all with having performed the major 
part in the development of new lines 
and standard quality. We regard 
this development as a necessary pro- 
tection to our consumer trade. 


It is stated that imitation is the 
sincerest form of flattery. Looking 
back over the years we see very few 
items the development of which did 
not originate in our own Research 
Department: Secondary Racks; The 
190 Wireholder; The new Guy Wire 
Protector; Servi-Sleeves; Wedge Grip 
Brackets; Ground Rod Drivers; The 
Steelwing Anchor with the new sin- 
gle thimble eye; the most compre- 
hensive line of Wood Braces and 
Wood Strain Insulators, and so on 
ad infinitum. Chinese copies might 
be made to deceive the vision but 
the ravages of Old Man Time cannot 
be fooled. Unless design is support- 
ed by proper construction, correct 
analysis of materials, scientific gal- 
vanizing, all efforts are lost and 
trouble is invited. 


We pledge you that our Research 
and Engineering Department will 
continue its performance to serve our 
trade with articles embracing that 
necessary combination of engineering 
and manufacturing perfection that 
has marked our effort in the past. 


Tell this to your trade. 


Official Representative of 


HUBBARD AND COMPANY 


Pittsburgh—Oakland, Calif.—Chicago 
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SHERMAN 


RIGID GROUND 


FITTINGS 


Approved 
The SHERMAN Rigid Ground 


Fittings are made to give you per- 
fect conductivity, ease of installa- 
tion and great flexibility—Can be 
used with flexible wire, bare wire 
or rigid conduit. Made for both 
soldered or solderless installation. 


6 Fittings to Fill 
Any Requirement 


GFI. Solderless Fit- 
ting for Rigid Con- 
duit — With Brass 


Washer. 
GF2. Soider Fitting 
for Rigid Conduit 
—With Soldering 


Lug. 

GF3. Solder Fitting 
for Bare Copper 
Wire — With Sol- 
dering Lug. 

GF5. Solder Fitting 
for Rigid Conduit 
— Soldering 


ug. ; GF4. 
aa —— pie A solderless fitting for bare or 


insulated wire — handles sizes 
) A ae ranging from No. 4 stranded 
armored Ground t0,No. 8 wire—Tight contacts 
Wire. with any size. 
GF8. Sherman 
Meter Shunt. 


H. B. SHERMAN MFG. CO. 
BATTLE CREEK, MICHIGAN 
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Combination TEST-LITE 
and FUSE PULLER 


Whenever you sell fuses 


Two tools in one—used daily to 
test, remove, and insert fuses 
from 30 to 100 amperes. Tests 
circuits of from 110 to 550 
volts. Handles "live" parts 
safely—adjusts loose cut-out 
clips, etc. 

Thousands of prospects—every 
fuse user—every electrical con- 
tractor; need but a demonstra- 
tion—a chance to buy! Make 
it a habit to mention this new 
tool every time you solicit fuse 
business—it's a real leader that 
sells at sight. Don't overlook 
Ideal Fuse Reducers, Fuse Clip 
Clamps and Fuse Pullers, thus 
offering complete fuse service. 
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Ideal Commutator Dresser Co. 
1047 Park Avenue Sycamore, Ill. 


Ideal Commutator Dresser Co., 

1047 Park Ave., Sycamore, III. 
Send us additional facts and prices on the 

(0 Ideal Combination Test-Lite and Fuse Puller 

() Also on Ideal Fuse Reducers, Fuse Clip Clamps and 
Fuse Pullers. 
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Pure live rubber doesn't dry out. 
And that's exactly what Plymouth 
tapes are made with. That's why 
they will not dry out. That's why 
they cannot pull away leaving bare 
spots when adjacent layers of the 
tape are separated. 












Your customers need and want 


TA ~ E value when they buy tape. Sell 


PLYMOUTH RUBBER COMPANY Inc. them Plymouth—it means more 
CANTON. MASS business to you. 







Manufacturers PLYMOUTH RUBBER COMPANY, Inc. 
Since 1896 CANTON, »  » MASSACHUSETTS 




















Of course! 
BUSS RENEWABLE FUSES 
are SUPER-LAG 





TAKE A TIP FROM THE RETAIL MERCHANT 


-USE A 


TO DRAW 


Everybody knows how retail merchants 
draw people into the store with sales lead- 
ers. People come in to buy the leader and 
the merchant gets a chance to sell them 
something else. 


Good leaders are generally an item of 
outstanding value for the money. That's 
why people go out of their way to get them. 


Is there any good reason why every sales- 
man can't use this same idea in selling 
goods? Why not pick out some leader from 
among the items you sell—some item of out- 
standing value—and push it hard. It will 
make many a satisfied customer who will 
buy other goods from you. 


One of the best leaders you can use is 
the BUSS SUPER-LAG Fuse. This fuse gives 
the user more for his money than other fuses 
because it has many exclusive features that 
save money for the user. 
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BUSSMANN MANUFACTURING COMPANY, 2536 W. University St., St. Louis, Mo. 
A Division of the McGraw Electric Company 


LEADER 


IN BUSINESS 


For example the design of the BUSS fuse 
case is such that it helps eliminate poor con- 
tact. This feature gets right at the heart of 
most fuse troubles. It is heat from poor 
contact that causes fuses to char and burn 
up—takes the temper out of fuse clips— 
raises the temperature of the link and causes 
the fuse to blow before it should. The BUSS 
design is simple and practical. Every chance 
of poor contact developing within the fuse 
due either to careless renewal or to service 
conditions has been eliminated. 


Get this story over to your customers and 
you will find them coming back to you again 
and again for BUSS Fuses. Naturally they 
will be inclined to give you other business as 
well. 


lf you want to get your sales story "down 
pat'' talk to the BUSS representative in your 
district. He will be glad to help you. 
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